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Rough Proofs 


First- hand acquaintance with 
water-front burlesque will help a 
copy writer to humanize his stuff, 
Julion A. Watkins says. Does it 
have to be water-front? 


- | F 


Interruption of production sched- 
ules in defense industries may have 
had you puzzled, but This Week ex- 
plains it all by pointing out that 
champagne stocks in those areas are 
rapidly disappearing. 


vse? 


A National Grange spokesman is| 
urging the public to check up on} 
fibre content in the fabrics they buy. 
He wants them to pull the wool | 
right up to their eyes. 


. + 


Henry T. Ewald congratulates the 
Outdoor Advertising Association on 
attaining the ripe old age of fifty 
years. It just goes to show that 

outdoor life promotes longevity. 
vgweY 

If they keep slapping restrictions 
on the construction industry, about 
the only people able to build in| 
1942 will be the casino players. 


~~ wv FF 


DiMaggio was in the world’s | 
series, all right, but the fellow who 
broke the hearts of the Brooklyn 
Dodgers was another guy named 
Joe. 


. FT. F 


Harold Ickes tells his department 
heads he is “partial to ‘of,’ used in 
such phrases as ‘outside of the 
house.’"’ And, as usual, the fact 
that Harold is wrong doesn't make a 
bit of difference. 


vgwyY 
“Tabloids and Comics Favorite 
Soldier Reading Matter.”—Headline 
in ADVERTISING AGE. 
Everybody’s reading about the| 
war except the fellows who are go- | 
ing to fight it. 


~ eee 


Bob Hope’s autobiography is be- 
ing successfully used as a Pepsodent 
premium. If Horatio Alger, Jr., had 
written the title, it would have been 
called “From Rags to Gags.” 


, Fo 


, . . | 
Hitch-hiking will assume new 


commercial importance as the 5 per 

cent tax on railroad tickets and 
ther transportation takes another 
‘k in the bank roll. 


7 © F 


Part of the strategy of the Ameri- | 
in Transit Association, in develop- 
4g promotion to increase street car 
ding, will be to increase the ac- 
“ities of those friends of the auto- | 
mobilist, the motorcycle cops. 


a 


_A correspondent of the Chicago) 
Yaily News, who doesn’t like radio 
acke poetically expressed the 


ope that the air be untrammeled 
y NBC. But that’s asking too much | 
f even such an accommodating 
Map as Niles. 

a ae 2 


Wonder what ever happened to | 

G ‘Mat four-color magazine advertis- 
ng Ccompaign for World Peaceways? | 

| 

10 Copy Cus. | 


RE-ELECTED 


| 


| 
| 
| 


L. Rohe Walter, advertising manager, 

the Flintkote Co., New York, who was 

re-elected president of the Direct Mail 

Advertising Association at Montreal 
last week. 


DMAA Speakers 
Fly to Defense 
of Advertising 


Threats of Government 
Draw Major Attention 
at Convention 


(Pictures on Page 39) 


Montreal, Can., Oct. 10.—Against 
a backdrop of war and industrial 
mobilization, mounting government | 
threats to advertising drew major 
attention this week from delegates | 


| 


jattending the 24th annual conven- | 


tion of the Direct Mail Advertising 
Association. 

Policies of the U. S. government 
were flayed by Dr. L. D. H. Weld, 
director of research of McCann- 
Erickson, Inc., New York, in ad- 
dressing the luncheon _ session 
Thursday at the Mount Royal hotel, 
as he called for advertising men to 
proclaim “their own wares.” The 
public must be educated, he said, to 
the economic soundness of advertis- 
ing and the part it has played in. 
national progress. And Canadian 
and United States lawmakers, as 
well as John Q. Public, must keep 
in mind that advertising is a neces- 
sary, integral part of the competi- | 
tive system. 

American Advertising Honest 

Threats to advertising from Con- 
gress and various departments and 
New Deal bureaus have increased | 
at an unprecedented tempo, Dr. 
Weld declared, pointing out that the | 
American Association of Advertis- | 
ing Agencies and the Association of 
National Advertisers will hold a 
joint meeting at The Homestead, 
Hot Springs, Va., Nov. 13-15, to dis- 
cuss the situation and consider what 
should be done about it. 

Reviewing Federal Trade Com- 

(Continued on Page 8) 
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Advertising Urged Qu & 
at Outdoor Meet 


lrecord extends 


|false and misleading in a Federal Trade Commission complaint. 


KEYS NEW DRIVE 


Chart of Thrifty Meat Cuts 


weal 1O Steve wre iT — 


Unified Defense of 


Roles of Various — 
Media Outlined by ~— ~ — Sa 
President Donnelly | yo 


(Picture on Page 37) ‘ = 
Los Angeles, Oct. 9.—Still greater | %S ve » => ‘ 
friendship and cooperation among | 3 ‘ = 
all forms of advertising media to} *=°™ 
help preserve the American way of 
life—freedom of speech, freedom of 
the press and all that goes with it 


—was asked for by George W.) gyi page color copy being used in 
Kleiser, president of Foster and women's magazines this fall by Amer- | 
Kleiser Company and convention} jcan Meat Institute playing up the thrift | 


chairman, in his welcoming address 
to the Outdoor Advertising Asso- 
ciation of America convention in 
session here. 

“It is vitally important that we 


| 
join in this effort to preserve ie Boston Conference 
free enterprise system i ee! 


idea. This theme will be emphasized in 
the institute's 1942 program, including 
outdoor posters. 


and 
hand in }.... d,” 
Kleiser. 


tising which go 
stated Mr. 


“Te bw chance! o of8 : 
‘anything should Saas . pmo Distribution 


the complete freedom of the press, . ‘ 
the next step is freedom of expres- 
sion which would directly affect our Emphasizes Unity 
business.” 
Methods for Protection 


He recalled the recently success- 
of Consumer Outlined 


ful fight to have a tax ‘upon radio 
time and outdoor advertising struc- 
by Speakers 


tures removed from the 1941 reve- 
nue bill and said that the assistance | 
from the newspaper field will never 
be forgotten. He also thanked other | 


(Picture on Page 39) 


reg which had been helpful and Boston, Oct. 9.—National unity in 
eed : — — bape age sy nem | the present crisis and solution of 
ready and willing to help them the important problem of providing 


solve any of their problems. |the consumer public with the goods 


Reviews History |they need and protecting them in 


the quality and the price of goods | 


As this convention was the golden 
anniversary of the organization, 
Mr. Kleiser gave the convention a 


were stressed here this week as 700 
leading national executives gathered 
jat the Hotel Statler for the 13th An- 
brief outline of its history. The|nual Boston Conference on Distri- 
back to July 15,|bution. Government officials, dis- 
1891, when the Associated Billpost- | tribution and marketing experts and 
ers Association of the United States| college professors all took part in 
and Canada was formed and elected | the two-day conference which is 
as their president, E. A. Stahlbrodt | regarded as the most important one 
of Rochester, N. Y. He recalled! ever held. 

such well known early outdoor Thurman Arnold, the trust-bust- 
advertising names as George Trey-|ing Assistant Attorney General of 


ser, W. R. Cottrill, Al Bryan, George | the United States, speaking at the | 


(Continued on Page 37) (Continued on Page 34) 


Last Minute News Flashes 


FTC Brands General Tire Claims Misleading 

Washington, D. C., Oct. 10.—Advertising claims of the General Tire 
& Rubber Company that one of its tires “stops your car quicker at 60 
in the rain than ordinary tires stop it at 50 in dry weather” and that 
another “cuts normal stopping distance in half” have been branded as 
Mis- 


representation of the quality, material and type of construction of tires | 


also is claimed. 


New York Coach Advertising Company Formed 


New York, Oct. 10.— New York Motor Coach Advertising, Inc., has 
been formed here with Edwin C. Faber and C. H. Murphy, president 
and vice-president, respectively, of Chicago Car Advertising Company 
as principals. Effective Nov. 1, the new company will take. over car 
card sales for New York City Omnibus Corporation, Eighth Avenue 
Coach Company and Madison Avenue Coach Company, involving about 
20 surface routes. The lines have been represented by National Tran- 
sitads 


Alexander Smith Starts Radio Spots in New England 


New York, Oct. 10.—Alexander Smith Carpet Company has launched 
a series of one-minute dramatizations over 28 New England stations 
featuring the “Colorama” decoration theme. The program is being 
broadcast daily and will continue for ten weeks. Anderson, Davis & 
Platte is the agency. 


Philadelphia Bulletin” to Distribute “This Week” 


New York, Oct. 10.—Beginning Jan. 3, 1942, This Week will be dis- 
tributed with the Saturday edition of the Philadelphia Bulletin. 


Meat Institute 
to Push Thrift in 
$2,000,000 Drive 


Outdoor Posters to Be 
Used in 1942 for First 
Time 

By JOHN B. MILLER 


Chicago, Oct. 7. — Borrowing 
power from the government's own 
|policy of improving America’s diet, 
| the American Meat Institute 
mapped plans this week for a 
/ $2,000,000 advertising program em- 
phasizing the use of thrifty cuts of 
meat during 1942. 

Outdoor advertising will be added 
|to the schedule for the first time, 
the largest group to attend an AMI 
convention—2,270 officers and dele- 
gates—was told at the _ institute’s 
36th annual convention at the Drake 
hotel. In the second year of the 
institute’s educational program, 
|starting Nov. 1, 350 newspapers will 
jcarry 900,000,000 meat messages to 
American families; magazine ads 
will total 400,000,000; 1,700 24-sheet 
posters in 137 cities will reach 
approximately 180,000,000 members 
of low-income families; four maga- 
zines will carry messages to home 
economics teachers; other copy will 
be carried in a dozen medical and 
related magazines; and the trade 
itself will be reached through fine 
|publications at regular intervals. 

Leo Burnett Company, Inc., Chi- 
j}cago, will continue to direct the 
|program through next year, with 
|L. G. Maison & Co., Chicago, con- 
tinuing to handle all medical and 
professional copy in the campaign. 

Meat in the News 

“You who follow the news know 
that food is in the news as it hasn't 
|been for many years,” D. V. Pink- 
jerton, director of the institute’s 
|meat education program, declared. 
| “The government has committed 
|itself to a policy of improving the 
|diet of 45 million undernourished 
Americans who are said to be vic- 
|tims of hidden hunger. The nutri- 
ition conference held by the govern- 
|ment in Washington in May evolved 
ja model menu. This suggested the 
eating of meat every day. It made 
an important point in the following 
statement included in this menu: 
‘Thrifty cuts are just as nutritious.’ 
Our emphasis on thrifty cuts at this 
j}time gears into this government 
policy and borrows power from it. 
Incidentally, it is fine public rela- 
|tions advertising.” 

First national consumer advertis- 
ing in the institute’s meat educa- 
tional program appeared a year ago 
|last week, and since that time more 
than 10 billion messages on meat 
j|have been distributed, Mr. Pinker- 
ton said. Their purpose has been 
to change mistaken public opinion 


| about meat, including the belief 
that meat is fattening. “When we 
start to break down this belief 
| tgrough advertising,” he added, 


|““‘we are facing in weight reducing 
lere of the most fertile fields of 
|‘quackery’ and faddism. This has 
‘run the gamut from pills to bed- 
j}room robots.” 


Roper Tells of Study 


Only half of the people eat meat 
at noon, according to a recent na- 
| tionwide survey conducted by Elmo 
Roper, research expert who re- 
ported to the convention Monday: 
and the importance of meat at noon 
in the workaday diet is featured in 
the institute’s ad in the Oct. 13 Life. 
A chart of thrifty meat cuts is fea- 
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ADVERTISING AGE 


October 13, 194) 


newspapers currently are carrying 
the same thrifty cut campaign. 
During November and December, 
the AMI will broadcast what it con- 
siders a 
the public: “Eat Meat and Reduce.” 
All copy will offer the first book on 


a reducing diet ever to carry the| meats 


seal of approval of the American 


Medica! Association’s Council 
Foods and Nutrition. The 16-page| most 
booklet, “Reducing the 


anticipate a tremendous 


for it.” 


tured in McCall’s for October, and | 


startling new meséage to} 


| 


on | ered was the belief that meat is the | 


But the interviewers found never- 
theless, that 21 per cent of the con- 
sumers regarded meat as hard to 
digest, with pork the least diges- 
tible, lamb the most; and approxi- 
mately 25 per cent maintained flatly | 
that meat was fattening, while an- 
other quarter said only that some 
were fattening. Another 
unfavorable aspect discov- 


| part of a balanced diet.” 


program will emphasize the fact 
that meat is rich in B vitamins; 
contains 10 of the 13 essential amino 
acids; is 96 to 98 per cent digestible; 
and is a fine source of iron, minerals 
and phosphorus. More emphasis 
will be put on actual use of the 
thrifty cuts of meat, and the first 
of the 1942 ads, in Life Jan. 9, will 
be a color spread proclaiming these 


major 


expensive of major foods. 


Modern | Domestic science teachers and doc- | thriftier cuts. 
Way,” is offered consumers for five | tors agreed that the least-demanded, | 
cents, Mr. Pinkerton said, and “we|and therefore the 
demand |cuts of meat, 


least expensive | Each Ad Fits Into Pattern 


contained as much! Outdoor advertising during 1942 


food value as steaks and chops.| will summarize nutritional points 


The Roper survey, drawing on all| Roper concluded: “We came out of|emphasized during the initial year 


groups and economic levels in the 
same proportions as used 
Fortune Survey of Public Opinion, 
disclosed that people regard meat 
as the most indispensable part of 
their diet and that they feel a defi- 
nite liking for its taste. “With meat 
eating practically universal,” said 
Mr. Roper, “with 36 per cent saying 
they like the taste of meat better 
than that of any other major food, 
and with 80 per cent saying that 
a meat meal was what stayed with 
you longest or kept you longest 


in the| 


from being hungry, it would seem | 


that meat started its competition 
for the food dollar on a pretty sound 
foundation.” 


this study with the major conclu-|of the campaign, repeating news- 
sion that if a full half of the public! paper and magazine messages. 
felt it wiser to pay attention to what |Other magazines will carry special 
science told them to eat than to! messages to doctors and home eco- 
their own appetites, and if people | nomics teachers as the _ institute 
were now equipped with what we | hammers home its claims not only 
can term rational reasons for not} to consumers, retailers and packers’ 
eating meat—including the strong|salesmen, but to the professional 
one of cost—and rational reasons|classes. Full attention is to be 
for eating other things, the con-| devoted to merchandising of the ads 
sumption of meat will tend to be-|to the retail trade, and copies are 
come progressively lower despite|to be distributed to 15,000 salesmen 
the inner urge to seek meat as the | 


who in turn hand them out to meat 
thing which keeps one from getting| retailers in 230,000 stores. Charts 
hungry longest. That inner urge 


will show thrifty meat cuts, what 
must be fortified and supplemented | they are and what to serve with 
by valid, rational reasons favoring| them; and the vitamins in meat. 
meat as an important and essential! George A. Schmidt, president of 


| 
| 


Consequently, the institute’s 1942 | 


Stahl-Meyer, Inc., New York, was 
re-elected chairman of the board of 
the institute at its closing session 
today and Wesley Hardenbergh was 
re-elected president. Mr. Schmidt, 
speaking at the opening session, 
declared that meat production and 
consumption during 1941 probably 
will be the greatest on record. 
“Although it is estimated that pork 
production will be about 5 per cent 
smaller than a year ago, production 
of beef likely will be about 9 per 
cent greater; veal about 2 per cent 
larger; and lamb about 6 per cent 
larger,” he said. Pork exports, be- 
cause of war-time conditions, will 
be about four times larger than in 
1940. Domestic consumption of meat 


in 1941 probably will be about 2) 


per cent greater than a year ago, 
with only pork consumption declin- 
ing slightly. Actual earnings, how- 
ever, he added, amount to only a 
fraction of a cent per pound of live- 
stock purchased or meat sold. 


Other Plans in Offing 


That American consumers need 
fear no meat shortage in 1942 was 
the view of C. A. Burmeister of the 
federal bureau of agricultural eco- 
nomics. Total production is expected 
to hit 20% billion pounds, up 7 or 8 
per cent to an all-time high, but 
most of the increase will be required 


—— 


ONE FOR THE BOOK 


First of a series of color page: in 
Esquire, The New Yorker and Time © od 
by Glenmore Distilleries, Louisville. G op 
more also is using little colonels as ow 
characters in four-color, page ads {or 
Glenmore whisky in Liberty, Life ond 
Collier's in addition to newspaper copy 
and point-of-sale displays. 


Laxative Spiel as 


When business “booms,” it is all too easy to let established cus- 


tomers sort of take care of themselves. 
make calls as frequently. 
promptly as you'd like. 


But there’s always a tomorrow 


Salesmen are overloaded, can’t 
Orders are piling up, can’t all be filled as 


- when all our old established cus- 


tomers are going to be more highly valued than ever. 


Your hardware distributors here in the 


South count a lot on the 


friendly contacts and cordial relationships your salesmen have built up 


with them—much more so than in other parts of the country. 


They 


sell products they’re sold on, and if they’re to keep selling yours, it’s up 


to you to keep your ties with them strong. 


A market whose total hardware store sales increased 52.4‘¢ 


1935 to 1939, as compared to an increase of 


from 
29.4°° for the rest of the 


country—a market that today accounts for almost 35° of the United 
States’ wholesale hardware sales, the South is certainly worth “holding 


on to.” 


...With *all-out”’’ Southern coverage 


Trade paper advertising is the 
SOUTHERN HARDWARE provides a 


circulation of any so-called “national.” 


duration”—and after! 


% 


° 
8 
“,) 
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ee 


and wholesale southern hardware trade 


HARDWARE 


GRANT BUILDING. ATLANTA, GEORGIA 


= IOTTON ® ELECTRICAL SOUTH © SOUTHERN POWER AND INDUSTRY © SOUTHERN AUTOMOTIVE JOURNAL 


logical, economical answer. And 
thorough coverage of both the retail 

with more than twice the Southern 
Edited solely for the South, it is the 


publication which can be of immeasurable help to you in maintaining profit- 
able, cordial relations with your southern outlets and prospects, “for the 


for Britain. Retail meat prices may 
advance more than normally would 
be expected next year, he _ said, 
unless meats and other food prod- 
ucts should be subject to price con- 
trols. squeamishness has never been 

R. A. Rath, vice-president of the|trjputed to Mrs. Franklin D. Ro: 
Rath Packing Company and chair-|yejt a little behind-the-sc: 
man of the institute’s advertising| advertising episode this week di 
planning committee, announced that! nitely enhanced the First Lad 
the group contemplates a study of reputation as a broadminded jx 
consumer habits with regard t0|con with a sense of humor. At t 
products of the industry sometimes| same time, explanation was giv 
neglected, such as bacon and lard. ‘of the failure of Serutan Compan 
Sub-committees on these two items | new radio program to go on the ; 
have already been named. ‘last Sunday as scheduled. 

Production is a defense against} Starring Drew Pearson and Rot 
inflation, and more goods for more |ert Allen, the program was all se' 
people to buy is the only practical) for launching over an NBC-Blu 
way to prevent rising prices and| network of 27 stations when it sud 
lost buying power, in the view of|denly occurred to the sponsor that 
Walter D. Fuller, president of the|the Washington columnists would 
National Association of Manufac-|pe followed on the air by M!: 
turers and president of Curtis Pub-| Roosevelt who is appearing on t! 
lishing Company, who spoke at the | came network in behalf of the Pa: 
annual dinner tonight. “Price con-| American Coffee Bureau. A ments 
trols are no substitute,” he added. | picture of the First Lady raising 
“Price controls without wage con-|her eyebrows and perhaps viole: 
trols are not even a_ temporary objections at the thought of follow- 
substitute. We have an abundance | jing a program with commercials fo 
of some things, such as food. By|/, jaxative intruded itself on the 
encouraging the purchase of more/<cene, Plans were hastily cancell: 
jand more of these abundant items, and held in abeyance until the 
we take that much pressure off the | president’s wife assured NBC that 
inflation poisoning.” she had no qualms on the subject 

Andrew Duncan, account execu-| Heaving a sigh of relief, Serutan 
tive with the Burnett agency, told|;eyived its plans and Pearson and 
the convention that the space de-|ajjen will go on the air at 6:30 
voted to meats in combination retail | m., EST, in the quarter-hour pre- 
food store advertising is gradually | ceding the Coffee Bureau’s prog! 
increasing but that “even today|/as previously arranged. Rayn 
meats are not getting the space de-|Spector Company is the S« 
served in relation to their profit agency. 
and volume opportunities. A recent ¥ 
measurement of over 4,000,000 lines 
of retail combination food store and 
newspaper advertising indicates 
that the meat space is only getting 
on the average 19 per cent of the 
total. Yet on the average the meat 
department does from 25 to 35 per a- 
cent of the total volume and cOn-| yor of discussions on nationa! de- 
tributes more profit than any other|fense and the part the gas industr) 
department.” is to play in the national emer- 
gency. 


Radio Neighbor 
O. K. with Eleanor 


New York, Oct. 8.—Althou; 


No Fun for Gas Meeting 


Entertainment is out for the 
American Gas Association’s conven- 
tion in Atlantic City, Oct. 20-22 
The amusement features that hav 
heretofore been a gala part of the 
convention have been erased in ! 


Announces Fall Meeting (Hears Paul Wooton 


The fall “get-together” of the Eastern Industrial Adver'isers. 
International Affiliation of Sales &| Philadelphia chapter of NIAA 
Advertising Clubs will be held in} heard Paul Wooton, president the 
|'Hamilton, Ont., Oct. 25. The meet- | National Conference of Busines 
ling will be held at the Glendale! Paper Editors and _ secreta'y © 


Golf and Country Club, and in the| White House Correspondents Asso- 
| business session the annual conven-|ciation, describe the Wash ngto 
tion location is scheduled to be set.| scene at their meeting Oct. 9 


tice WPTF 


| to ask 
50,000 watts 


COLONEL!” 
RALEIGH 
in the Center of North Carolina 


FREE & PETERS, INC. 


Exclusive National Representatives 
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ADVERTISING AGE 


Flood ‘Tide of Spending 
1s Under Way m Philadelphia 


IX CRUISERS being built at the re-opened 
S Cramp’s shipyard in Philadelphia will 
form part of a “Delaware River battle fleet” 
which will be bigger than the combined 
French and Italian navies at full strength, and 
much more powerful, ship for ship. “Victory’s 
Arsenal” is not only producing ships but 
munitions in ever-increasing quantity . . . ex- 
plosives from DuPont, bombs from Budd, 
tanks from American Car & Foundry, guns 
from Baldwin, armor plate from Midvale, 
shells from Bethlehem Steel, planes from 
Brewster and Fleetwing, aviation equipment 
from Bendix, combat cars from Autocar. 
Pennsylvania's payrolls are at an 18-year peak, 
and, because there is an abundance of money 
to spend, retail sales are soaring. (Philadel- 
phia industry is of the kind least likely to be 
curtailed by material shortages.) Is your 


Philadelphia advertising adequate ? 


Inquirer is FIRST in Philadelphia 


The Inquirer is outstand- 
ingly a newspaper with 
dominant feminine in- 
terest. While a newspaper 
editor who can knit and 
purl is still somewhat of a 
rarity, the Inquirer places 
special accent on fash- 
ions, dressmaking, society, 
home-making, gardening, 
cookery, child-training, 
activitiesof women’sclubs, 
news of the world of music, 
art and literature. Leading 
in total advertising, The In- 
quirerisalso first in depart- 
ment store advertising and 


in women’s specialty shops. 


Don't let anyone tell you that the 
Philadelphia Market stops at 
the municipal boundaries. You 
want city circulation, of course. 
But is that all you want? For 
instance, one of the many busy 
cities in the Philadelphia dis- 


trict is: 


MOHNTON 


Mohnton is in Berks County, 
near Reading, northwest of 
Philadelphia. Principal Indus- 
tries: hosiery, shirts, silk gar- 
ments. Thousands of pairs of 
socks are being manufactured 
by the Leininger Knitting 
Co. here for the service forces. 
The direct defense awards so 
far exceed $1,204,972 for 


this company. 


DAILY circulation exceeds 400,000 


SUNDAY circulation exceeds 1,000,000 


Che Philadelphia Mnguirer 


For 112 Years a Philadelphia Institution 
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ADVERTISING AGE 


October 13, 194) 


Ad Costs May 
Not Be Allowed 
in Price Ceilings 


New York, Oct. 8.—A hint that 
advertising may not be allowed as a 
cost factor in the establishment of 
price ceilings by defense authorities 
stood out as one of the most sig- 
nificant remarks uttered here last 
night by Assistant Attorney Gen- 


eral Thurman Arnold before a gath- 
ering of more than 900 advertising 
men and women. 

The Department of Justice official 
shared the spotlight with Raymond 
Rubicam, chairman of the board, 
Young & Rubicam, at a meeting 
sponsored by the _ Advertising 
Women of New York and Advertis- 
ing Club of New York, in coopera- 
tion with the Advertising Federa- 
tion of America, Sales Executives 
Club and American Marketing As- 
sociation. Harford Powel, Institute 
of Public Relations, acted as toast- 
|master. 

Asserting that war developments 


and not the Sherman anti-trust act, 


will determine the future of adver- | 


tising, Mr. Arnold said: 

“T suppose that no one has a right 
to object in wartime to your keep- 
ing your organization together but 
another vexing problem will come 
up when there are real shortages; 
|whether the price ceiling law will 
allow you to add the advertising as 
‘an additional cost is a different 
|thing from stopping your advertis- 
| ing. In other words, a shortage 
may create a situation where it may 
or may not be considered justifiable 
to add the advertising as an addi- 
tional cost; but those are all prob- 


Maybe you ought to let this fellow in? 


Maybe he’s got something your Chart 


Department could use. 


We're referring—not laughingly, now— to 
1.B. Enrichment, the lad with the vitamin 
complex and the huge consumer following. 


Cultivating his acquaintance 


like an AA priority among foodmen, food ad- 
vertisers these days... something you'll want 
to do quick, if you'd stay in the swim. 
Vitamin enrichment can be a magnificent 
asset, now that VALUE has so much to do with 
sales. Rising prices confer a real advantage on 
foods that offer greatest value-per-penny, in 
terms of nourishment values Customers want. 
So when these considerations lead you to 
product Enrichment, you'll do wisely to come 
to “*headquarters” for help with oil-soluble vita- 


mins. That means Distillation 


for three good reasons it will pay to know, even 
though you personally are not directly con- 
cerned with product formulation: 
] D.P.1. produces Distilled Vitamin 
¢ the Natural Ester Form* 
min A concentrate of its kind. A product two 
to ten times more stable than any other Vita- 
min A concentrate we know of. . 
it does not impart taste or odor to even the 
most delicate foods ...so uniform and potent L 


\DP’ 


DISTILLATIO. 


“He says it's that hump you've ; 
wanting for your sales chart 


parison—as a g 


jf Ween 


eresietul 


been 


and literally unique it actually defies com- 


reat many users have already 


found out. A concentrate you can recommend 


to your manufa 
est confidence i 


9 D.P.1. 


is getting to be 
8 S produced by ele 


D.P.1. ma 


whose sole 


3. 


as, if and when 


markable back 


from D.P.I. 


Q.E.D. 
Maybe you ou 


Products, Inc. 


A in 
—the only Vita- 
Te Samy f- 
VITAMIN | 
. so bland ESTERS i 
wisTuuation il 


fellow in. In which case— 


cturing department with full- 
1its ability to meet your needs. 


can also supply ARPT Process 
Vitamin D, a high-merit concentrate 
‘ctronic activation, and worth 
your consideration on no less than ten vital 
points of superiority. 


intains a Service Laboratory 
function is to give you service 
you want it—and good. A re- 
log of experience with food 


companies on questions of vitamin incorpor- 
ation is next thing to a guarantee that if you 
have a question or problem about oil-soluble 
vitamins, you can get the answer if anywhere 


ght to let that Enrichment 
we'll hear from you? 


Helpful facts 
about D.P.L. 
vitamin con- 
centrates—in 
easy-to-get- 
at-form. Ask 
for them! 


*Protected by U. S. product patent No, 2,205,925 and over 50 process patents. 


PRODUCTS, 


«TSS KIDGE ROAD WEST, ROCHESTER, NEW YORK 


\ 
- Jointly owned by EASTMAN KODAK CO. and GENERAL MILLS, IN 
‘Sales agent: Research Products Diy., General Mills, Inc., Minneapolis, Min 


pa. 


es 


AT N. Y. ADWOMEN'S DINNER 


| Among those prominent at the dinner of the Advertising Women of New York 

| Oct. 7, were, left to right, Raymond Rubicam, chairman of the board, Young & 

Rubicam; Miss May E. O'Connor, president, Advertising Women of New York 

Thurman Arnold, assistant U. S. Attorney General, and |. S. Randall, president 
Advertising Club of New York. 


lems which you must face in this 
emergency.” 

Mr. Arnold reiterated the assur- 
ance he has given on many occa- 


sions in the past—that “no prosecu- 
|tion of anybody for advertising is 
|possible.”” Pointing out that it is 
his duty to administer the Sherman 
lact, he observed: “I can at least 
|bring you a note of hope, because 
practically all of the alarm, prac- 
ltically all of the insecurity which 


\tributor, dealer, bottler or anyone 
|who had anything to do with Coc.- 
Cola. Coca-Cola does not attempt 
to control its retailers; it doesn’t 
jattempt to control its bottlers; it 
doesn’t attempt to control anyone 
who contributes to the making of 
'Coca-Cola. It is in a highly com- 
|petitive game. There are 60 soft 
| drinks and part of the distribution 
‘of Coca-Cola is certainly due to ad- 
| vertising.” , 


you feel with respect to the Sher- | 


man act in advertising, is abso- 
lutely without foundation.” 
Advertisers are capable of 
sometimes do enter into conspira- 
cies in violation of the Sherman 
act, he went on, but “advertising 
itself, the crying of your wares, the 
attempt to distribute goods on a 
broader scale, the attempt to en- 
courage mass production, the at- 
tempt to see that the efficiency of 
mass production is passed on to the 
consumer is the very object of the 
Sherman act, and therefore I think 
no group should be more interestea 


in its enforcement than a group of | 


advertisers.” 


The objective of the Sherman act, | 


he insisted, is to guarantee a free 
market and “to protect the man who 
advertises his wares.” So far as 
the anti-trust division is concerned, 
he declared, “‘we are not interested 
in whether advertising is fair or un- 
fair, or whether it is wasteful.” 
‘Laws of fair competition are under 
the jurisdiction of the Federal Trade 
Commission, and not the Depart- 
ment of Justice. 


Refers to Tobacco Trial 
Turning to the two most recent 


cases that have involved leading na- | 


tional advertisers, Mr. Arnold as- 
serted that if the Department of 
Justice had tried to prosecute the 
tobacco companies for advertising, 
“we would have been thrown out 
of court,” and the latter, after a 
three-month trial, has just directed 
that the case go to a jury, refusing 
a directed verdict. 

“The oil company questionnaire, 
which has created such a furore, 
was part of a number of question- 
naires which we hoped the oil com- 
panies would keep 
They kept them all confidential ex- 
cept that particular one. Of course, 


we can’t impose our confidence on 
| 


anybody else. 


| “I don’t want to try this oil case | 
in public because the case is still 


pending. Nevertheless, I want to 


say that that advertising question- | 


connection 
information 


was written in 
with the obtaining of 
by the Department of Justice for 
certain practices which eliminated 
competition in the distribution of 
gasoline which, of course, may or 
may not be true, and which, if true, 
it is up to us to prove.” 


naire 


Advertising in Monopoly 
involving the 
advertisers 


Instances 


tion of under the anti- 


trust law, Mr. Arnold said, “are al- | 


most uniformly cases with which | 
advertising men themselves have | 
nothing to do.” He cited three 


techniques whereby advertising 
might be used in monopolistic fash- 
ion: “full-line forcing,” use of de- 
mand created by advertising to 
freeze out competition and _ price 
fixing. 

In response to a question, Mr. 
Arnold gave the Coca-Cola Com- 
pany a clean bill of health, assert- 
ing: 
never been a complaint by a dis- 


and | 


confidential. | 


prosecu- | 


“So far as I know, there has | 


Confirms Previous Report 


This pronouncement confirmed 4 
|Department of Justice attitude re- 
|ported by ADVERTISING AGE, Sept 
123, 1940. The anti-trust division 
|considers Coca-Cola as an outstand- 
ing example of a large scale, con- 
structive advertising practitioner 

Mr. Rubicam, offering a scholar\: 
analysis of why advertising is un- 
der attack in sO many quarters, as- 
serted that “this is a time when 
every institution with powerful 
effects on the public welfare is in 
question.” 

The depression of the early thir- 
ties gave impetus to criticism of 
advertising, he pointed out, due to 
ithe failure of buying power and 
employment, “the causes of which 
failure have not yet been discovered 
and corrected and from which we 
have been temporarily saved only 
through the artificial stimulation of 
the defense program.” The wat! 
economy has inspired “new exam- 
inations, new criticisms and new 
doubts about the rightful place of 
advertising in our affairs.” 

In tracing the development of 
mass production and advertising’s 
contributions to the national wel- 
fare, he urged that fuller apprecia- 
tion be accorded “the constant 
\flow of product variations and large 
and small improvements which 
spring from those fields of com- 
mon goods under stimulation of the 
market opportunity afforded by the 
use of advertising.” 


ARE EMERGENCY 
PRICE CHANGES 


wgiiTZIN G 


YOUR CATALOGS? 


Today's important changes ” 
QUICK changes! Prevent your "* 
catalog from becoming obsolete due 
to overniaht price changes Swine 
to Swing-O-Ring, the MODERN 
loose-leaf binding As streamlined 
as a 75mm shell, this revolut ont 
binding eliminates old-style Du! 
and weight gives 600% 
greater page strength. New page 


| 


added . old pages rer ved— 
INSTANTLY with exclusive sc/sse 
like action of multiple rings. S#'"? 
O-Ring comes in 10 colors ae 
bright nickel, in 4” to 40 lengths 
Write today for name of ‘icens® 


near you. 


WING oR 


Di f The Fred Goat ( 
3/8 Dean St., Brookly» 
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October 13, 1941 ADVERTISING AGE 


HIGHEST six nonrasavernc 


CIRCULATION IN HISTORY OF THE NEW YORK 
DAILY ~) NEws 


NEW YORK'S tinue PICTURE NEWSPAPER 


Net paid circulation, SIX MONTHS ending September 30 


1941...2,007,797 


1940 ....1,948,759 1938 ...1,783,341 
J 1939 ...1880,370 1937 ...1,718,217 
M 


ONTH of September average net paid DAILY circulation . . . 2 04 1,008 


: LARGEST NET PAID NEWSPAPER CIRCULATION IN THE WORLD 


SUNDAY #) NEWS 


NEW YORK'S PICTURE NEWSPAPER 


u Net paid circulation, SIX MONTHS ending September 30 

E 1941...3,610,483 

‘ 1940... 3,483,616 1938 ...3,122,720 ) 
1939... 3,383,435 1937 ... 3,026,323 


MONTH of September average net paid SUNDAY circulation . . . 3/ 02,189 
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: 


. . Lhe Thunder of 


Out beyond the paneled walls of the Board Rooms, beyond the 


slick barriers of preconceptions and fixed ideas, a thunderous surf is breaking on 


the shores of business where business takes place. 


HISD SII OYE 


Listen weit to that pounding. incessant roar. For 
it concerns you directly. 

Azone the crowded shopping streets. in the outlying neighbor- 
hood crossways of cities, in the shady suburbs, up and down ten 
thousand car-thronged Main Streets, in country stores... in all the 
places where activity means most to you, there is the beat of a great 
wave. the like of which has never been seen or heard before. 

Ivisa silver surf of money, crashing upon retail counters of a 
very special kind—the newsstand. A kind as significant to you as 
the counter over which your own goods pass. 

Ir you would know what people value, observe what they grasp 
at in a time of stress. And in a time like this, when they face—and 
know they face—the greatest economic readjustment in our history. 
notice what they ask as food for their troubled minds. 

In THis YEAR Of turmoil, they surge back toward fundamentals. 
They seek one thing more than any other: help in the primary busi- 
ness of all mankind—which is the business of living and adjusting 


oneself to life. 


MSC ALL’S 


Tus ts particularly true of women. And because Woman, the boss 
of the budget, the controller of Small Money that adds up to the 
Biggest Money of All, the No. | purchasing agent of a freely-pur- 
chasing nation... because she, directly or indirectly, is the biggest 
factor in buying whatever you sell, her choice in reading matter i- 


of vital concern to you. 


From Publishers’ Statements 


AVERAGE MONTHLY NEWSSTAND SALE 


Total Net Pod 


Ist 6 Months Ist 6 Months Circulatio: 


1941 1940 Change Ist 6 Mos. 14! 
MecCatus Macazine |. 1.578.189 = 1.358.372 +219.817 3,287.61 
Ladies’ Home Journal. 1.332.165 = 1.127.558 +4+204,607 3.823.255 
Woman's Hlome Companion. 950,408 TOLSTLI +185,897 = 3.007.9 
Good Housekeeping. . ; 733,592 605,148 +128.404 = 2.483.225 
Better Llomes & Gardens. . . 530,520 391.400 +139,000 = 2,409.40) 
American Home 674,750 968,967 +105.783 = 2,156.9". 


MAGAZINE 
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Her free choice, mind you. The same kind of choice you rely 
on when you offer your product. The opening of a purse; the laying 
down of a coin (and she has a hundred uses for every dime); the 
picking-up and carrying-away of something because she wants it. 

Tuat is what a newsstand sale is: a purchase exactly comparable 
to the purchase of your similarly-offered article. That is why news- 
stand sales are as meaningful to you as shelf-counts of your own 
merchandise. 

(Np HERE is what Woman is buying at the stands. Specifically it 
is what she bought in the first six months of this year—for which 


figures have just come in: 


Average increase or decrease in Newsstand Sales— 
Ist 6 months 1941 compared with Ist 6 months 1940 
\ 
Lit +227.029 True Love & Romances + 66,008 
a Radio & Television Mirror 17.014 
lime 21,421 2. > 
Holly wood . 32.623 
True ances + 30, 
= 8.348 True Romance 3 ols 
Modern Romances + 24.576 
Saturday Evening Post 18,269 Sereen Life + 7,159 
Collier’s 39.564 Motion Picture 2,562 
Liberty 17.062. Sereen Romances — 8,202 
Physical Culture. 10.030 
Redbook . . 33.027 Movie Story Magazine. 10,759 
American... + 28.404 Photoplay & 
Cosmopolitan... . . » 11.99] Movie Mirror... . — 12,645 
Master Detective - 24.674 
Iru Experiences. . +126,047 True Detective Mysteries ~— 35.343 
Tru. Confessions + 97.231 Modern Screen. — 43.203 
Romantic Stories + 71.609 True Stery.............. 78.009 
From Publishers’ Statements to A. B. C. or Auditors’ Reports 
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Sur bought at the newsstands more apprrion 
copies of 1eR magazines—the Women’s Service 
and the Household Service Magazines—than all 
the additional copies vv urywovy bought of aus. the 


other principal hinds of national magazines put 


together. * 


Tuts isn’t mere spending out of increased buying-power. Lf it 
were you would see an indiscriminate gain of all magazines. It isn’t 
one of those things you can dismiss with an armchair hypothesis. 

Bur irs as simple and direct and elemental as a great wave crash- 
ing on the shore. It comes from the nature of Woman as inevitably 
as a great roller rises out of the depths of the sea. The business of 
Woman is Living—and not merely her own living, but the Living 
of Others in that greatest of all business establishments, the Home. 

IN ruts business she is General Manager, Personnel Director, 
Public Relations Supervisor... any office you want to name, includ- 
ing that of Purchasing Agent. She fills them all, and it is her basic, 
ruling passion to do them all well. For guidance in this she knows 
just one familiar, available souree—one authority on the manage- 
ment of family life. That is why, when she gets back to fundamentals 
she goes for the Women’s Service Magazines. 


For THese are the journals of Living. 


BI ED ISI EIS 


* THE GAIN in newsstand sales of the four big Women’s Service Magazines averaged 
738,725 per month (see chart); that of the two Household Service Magazines over 
244,000 per month. Total, 983,568—a gain in excess of that of all other major maga- 


zines carrying advertising combined. 
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DMAA Speakers 
Fly to Defense 
of Advertising 


(Continued from Page 1) 


mission activities, Dr. Weld ad- 
mitted that its powers generally 
have been fairly administered, and 
added, “the fact that out of about 
1,000,000 ads only 1/20th of one 
per cent furnished grounds for 
complaint proves that, according to 
FTC standards, American advertis- 


—y>—lrllllll,!,, 
CHROMART 


PRINT FROM KODACHROME 
THE one colorprint that fulfills 
every exacting art-copy requtrement. 


PHOTOCHROME, 837 N. Fairfax, Hollywood 


. Overnight by Plane e 


ing is almost 100 per cent honest. 
It is in connection with activities 
and attitudes that aim at the re- 
striction of advertising that business 
men are concerned.” 

The McCann-Erickson research 
expert scored propesed taxes on ad- 
vertising, pointed to possible dan- 
gers in arguments advanced by the 
Temporary National Economic 
‘Committee in a report on price be- 
havior and business policy and 
charged that under the proposed 
iprice bill, if passed, President 
‘Roosevelt would have power to 
regulate or restrict advertising. 
|Dr. Weld condemned Assistant At- 
|torney General Thurman Arnold’s 
claim that advertising creates mon- 
|opoly and pointed to censorship of 
| liquor advertising by the govern- 
|ment, encouragement of the con- 
|sumer movement, advocacy of grade 
| labeling by the Department of 
|Agriculture and Securities and Ex- 
— Commission control over 
financial advertising. ‘Advertising 
|men one very important 
and fact about these 


overlook 
significant 


government activities and attitudes,” 
he went on. “This is that in part 
they reflect the sentiments of a 
large segment of the American peo- 
ple. Numerous surveys have been 
made which indicate that over half 
of the American public thinks that 
advertising raises costs, that adver- 
tising urges people to buy things 


\they do not need or cannot afford 


and that there should be stricter 

laws to regulate advertising.” 
Denying that advertising leads to 

monopoly, Dr. Weld said that in in- 


dustries using advertising most 
heavily there is keen competition 
among leading companies. “Ad- 


vertising reduces the cost of mar- 
keting, increases the rate of turn- 
over on retailers’ shelves, limits 
the amount of personal salesman- 
ship necessary on the part of 
wholesalers and retailers and makes 
possible national distribution § at 
minimum cost. The costs of adver- 
tising per unit of product are ex- 
tremely low. Advertising fosters 
differentiation of products and re- 
sults in improvement of quality. 


This process has led to increased 
investment in industry, to the em- 


|ployment of more people at better 


wages and has played its part in 
raising the standards of living and 
in increasing the national income.” 
Forecasts Dislocations 

That the war will last much 
longer than most business men as- 
sume, with further dislocations of 
the industrial system inevitable, was 
the prediction of L. Rohe Walter, 
advertising manager, Flintkote 
Company, New York, who was re- 


‘elected to a new term as president 


of the DMAA. In his keynote speech 
before the opening session Wednes- 
day, Mr. Walter forecast further 
sacrifices on the part 
further speeding up of armaments 
output and “massive and compli- 
cated adjustments in the structure 
and operation of business itself” in 
the period ahead. 

The U. S., said Mr. Walter, is 
moving rapidly from a buyers’ into 
a sellers’ market where demand ex- 
ceeds supply “and where the temp- 


It’s Smart to be a Sheep 


It strikes us that in buying radio time, it’s wise 


to be a sheep—to follow the flock. In a com- 


petitive radio market, it’s best to choose the sta- 


tion used most by other advertisers. 


Because the station that gets most of the business 


does so only by attracting most of the listeners. 


And a station keeps this business only by deliver- 


ing results. 


Which is why we're proud to report that . . 
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KMBC CARRIES MORE NATIONAL SPOT BUSINESS 


REST ARE RENEWALS! 


THAN ANY OTHER KANSAS CITY STATION— 
MORE BUSINESS BY HOURS AND MORE BUSI- 
NESS IN DOLLARS! 


AND, ONLY ONE OUT OF EVERY FOUR KMBC 
ACCOUNTS IS NEW TO THE STATION—ALL THE 


Isn't that convincing proof of KMBC’s effectiveness as a sales medium? 


Isn't it, in fact, the perfect success story? 


If you want to crack this rich Missouri-Kansas market wide open, take 


the tested way. Choose the station used to best advantage by most 


other advertisers. Follow the national leaders to KMBC. 


We think you'll find it very smart, in this case, to be a sheep. 


KMBC of Kansas City 


Free & Peters, Inc. 


CBS Basic Network 


of business, | 


tation to discontinue or’sharply ye 
duce sales and advertising effort j, 
great. 

“Frequently now and in the 
months ahead, it is and will be 
privilege to buy goods. But se! 
markets never last long! This , 
or next is a dangerous time to 
‘black out’ aggressive, constructive 
sales promotion and sales man 
ment. Now business leaders can 
demonstrate that constructive si les 
manship and truthful advert:.ing 
are vital necessities—indispens ble 
to the economy of the North Amer. 
ican continent where business | 5p. 
tributes its full share to the hig es; 
standards of living in recorded ) js. 
tory.” 

War and industrial mobiliza ion 
inevitably affect advertising, ‘he 
DMAA head declared, and new re- 


sponsibilities and challenges 1 ust 
be met. “Business in the Un ‘eq 
States and Canada has hereto! ire 


utilized the powerful modern s: \es 
tools at its command primarily to 


sell products or services. Maza- 
zines, newspapers, business, firm 
and trade papers, direct mail, ra: jo, 
outdoor, business films, publicity 
and all the others have been 


marshalled for this purpose. From 


now on, advertising, utilizing al] 
these modern methods, will n- 
doubtedly make increasing use of 


these same tools to rehabilitate the 
business system in the eyes of the 
public; to tell the story of the part 
played by business in the defense 
effort; to help build and maintain 
the morale of civilians, dealers and 
salesmen and to tell the story of re- 
search developments which wl] 
make better products available fo: 
more people at cost in the 
after-the-war period.” 


less 


Tells of Competing Products 


R. L. Lloyd, advertising manag: 
of the monel and rolled nickel de- 
partment, International Nickel Com- 
pany, New York, outlined policies 
adopted by his company to help cus- 
tomers use substitute materials, 
thereby making nickel available fo 
war purposes. That was probably 
the first time in history, he 


Salad, 


* that a firm undertook to inform its 


customers about competing product: 
in order to maintain their good wil! 
Roy D. Kerby, assistant to the presi- 
dent in charge of public relations, 
General Motors of Canada, Ltd., 
Oshawa, related how the motor car 
industry swung into immediate ac- 
tion when the nation’s need for 
mechanized war equipment was 
made known. Modern equipment 
was provided for Empire forces on 
all fronts and the story of this im- 
portant contribution to the nation 
is now being told to the Canadian 
people. 

A warning that any reduction in 
sales promotion and advertising ac- 
tivities would be “a fatal mistake” 
was renewed by Maj. Frederick W 
Nichol, vice-president and gene) 
manager, International Busine 
Machines Corporation, New Yo 
who added: “the fact that thers 
a shortage of material is no rea 
why there should be a shortage ol! 
enterprise. The situation calls 

(Continued on Page 33) 
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. LIFE has the biggest 9 
/ magazine—more than 1, 
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900,000 copies week- 
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LIFE is now the leading advertising medium 


in the grocery field. 


LIFE reaches the bigs 
ence of any magazin 
20,000,000 readers. 


frets fren: 


gest weekly 
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e—more than 


LIFE enjoys the hig 
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LIFE is now the leading advertising medium in the drug 


field, 


hest-known sub- 
ate of any mass 


People pay more for LIFE than 
for any other magazine. (More 
than $13,000,000 in 1940.) 
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a> “America’s Most Potent Editorial Force” 
a> “America’s Most Potent Advertising Force’ 


ee CC eee ee 
Sa 9 " 
eC ; 
| 
O | 
. ' > >’ ‘ : * i / Ly . 7 
My a esi) |” eS ie a. | geese |, iia > 
‘ e-_ a =, . ~ fs eee J a as we a | ii i+ wet ae © ‘ 
ee er . a Ret MRS as. saa. ‘Ss 
; P . . “a \ Yy- ; c Pe med tin, ea a setts a 
= 4, a ; f ‘s | 1> 3 , A ie —s. ee ‘ “ss q 4 » | : 
> f : ¥ b ee : — oe : a3 ~* a, Panel in! oe an eo 3 7 4 sf " a 
: 1 . pe emu "y F a © Been . hy a ; es em ai ou 
a _ 2 oP A kr oe | | If3 a r pat 
wee aaa — a m fx4~ ol) seal aad Met Es re, KR Ory * se 
mS ar r] ee ee y ae rar | “uy * by, , ‘ 
‘ . i ea - ° ° i co. d r 
| . ‘ \ : a fo cual s = vs =— } > . = = : ee ee my mis a isa 
— a a ; ee , wih aee - a ie; Se > Stun A 
“, - ee ee ae 7 * oe a ‘aa 
y 
} el SR tee ee ‘ "me « ~ -_ ~~? ee aieiihacites 7 / _ 
, wae di 1 Sil aes: ee . ~ 
ts eo ee hes “ “% $F ; wee 7 4M. oa ai os 3 =) M -p~ ~ ‘ 
H gy, tent . Sapte! = “et if 
Tae i co nea Ei msy oe 
/ ~~ Tenn 2 — ca F ee = i: 4 all 
7‘ ae gee Le, le — Pe 
: ee ae. oe ee 
on : : : J eo , — at . ase 
m- a : a rt “Cygle ; | on hates rd 
“< le) opel (AVE . 2s oo / =~ , ; 
9 cE "Y “oh, I \ em a ome a ~ 
- a: QS See le “ 
: x 7. 
W < y SOD. yy oe Pn - hae — ve 
os a: | hie “Re IF Sy ye me 
: E - peers: ve, POSEY > aM 
son aa A ; 
. = 4s) ares : 
if mm | of * 
$ x a - ? 4 he fac a4 > a“ : a ; eee > é' ; 
, a Bete oe 4 , 
. dete ay Te | pea or ‘ : ' = 
we ; eA Bae - * aii a r 
aA) y: ; as ' fe. ! 5d ; a ) ill 4 o ; 
) “ . e* r vd C 2 2. a simp is 
Pr 4 ‘ve = re : ir a ee ait a . a 
ma | 
jreseeiins 1-3 2 ig 
ir ~ 
| 
y 
eer i acs es ee Yar 5 a ps 52 Re RN he es, dk aN % i: i ry ane as A 2 ERS FB. perce aio? ge 5 yay F 
Pe ag ny fo a ee ee RR ey, ea he So fi P= naa a RON oie. * 
a a Hy phi sate fal ae “ re. . Pos asi en a) at AF oA ee Gite tee a, Kae ie’ PS 7 + ee Ae Th ea 8 o ee a . 
eee tees Pa * © *- er “3 4 “Re , A gue tact iz te 4 ad # a ere A+ siehee rane he a er ~ & » iF ere) a) a. oe. Ss 


cy Sa (kf * 


ADVERTISING AGE 


October 13, 194; 


Shell Leusches | 
Cold Weather 
Ad Campaign 


New York, Oct. 8.—As the first 
cold breath of winter was felt in 
states east of the Rockies last week, 
Shell Oil Company launched a 
newspaper and spot radio campaign 
emphasizing the necessity of con- 
serving cars, tires and gasoline in 
the current emergency. 

A total of 220 newspapers and 55 
radio stations is being used begin- 
ning in the northern states and 
spreading south to each state two 
weeks in advance of the first pre- 
dicted freezing date. The campaign 
is expected to end in Florida by 
Dec. 1. 

Copy lists six specific steps which 
motorists should take to ‘“winter- 
ize” their cars with Shell products: 
cleaning spark plugs, care of trans- 
mission and rear axle, complete 
chassis lubrication, draining of sum- 
mer oil, care of tires and use of 
anti-freeze. Jingles are used to 
describe each procedure. 

In a box which points out that 
“defense requirements have cur- 
tailed automobile production and 
the amount of petroleum products 
available,” Shell concludes with the 
statement: “Intelligent care and 
economical driving habits serve 
your country’s interests as well as 
your owr.” 

Insertion o1 540 lines is appearing 
weekly for three weeks in each 
newspaper and broadcasting will 
continue on each station for six 
weeks. J. Walter Thompson Com- 
pany is the agency. 


Consumer Division 
Adds Field Workers 


Harriet Elliott, associate admin- 
istrator, Office of Price Administra- 
tion, has added four field workers 
to the staff of the consumer division. 
Their jobs are to explain the OPA 
program to the public, distribute 
educational material on prices, sub- 
stitute materials and conservation 
methods, encourage consumers to 
use all available local and state fa- 
cilities for raising the standard of 
living, and report to OPA on how 
the defense program is affecting 
civilians. 

John W. Edelman, named special 
consultant on consumer problems 
of labor, has been with the United 
States Housing Authority and was 
research director and legislative 
representative for the American 
Federation of Hosiery Workers for 
15 years. Mrs. Ethel P. Haselkorn, 
professional lecturer and_ civic 
worker, was appointed associate 
field representative for the New 
York and New England area. Re- 
gional representatives for the Mid- 
west are Samuel Jacobs of Detroit 
and Mrs. Loretta Vrooman of Des 
Moines. Mr. Jacobs was formerly 
associate editor for the Detroit 
Buyers Research Association and 
chairman of the speakers’ bureau of 
the Consumer League of Michigan. 
Mrs. Vrooman is a lawyer and has 
done legislative work for women’s 
groups. 


6PElim 1935 

ce Service was available 
in 80 units, 2 advertisers 
used it H+ p= In 1938 
units numbered 218 
advertisers 73. Wow just 
3 years later~1941 ~ Boyce 
offers you service throughout 
the greater Los Angeles 
market _ ... 2156 units; 
and 191 advertisers <°° 
use the service. , 
Obviously car catds 2 rs 
in Southern California bring 
results’ 5° 
For details and rates, write 


MAYNARD Boyce Inc. 
% ; a 
LOS ANGELES 


680 Chamber of Commerce Bidg 
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‘No 1914 Parallel, 


Tax Booklet Shows 

| Tax Foundation, 50 Rockefeller 
|Plaza, New York, has issued an 
| 80-page booklet titled “Tax Facts & 
Figures.”’ The booklet, issued for 
| the first time this year, is intended 
|to be an annual publication here- 
after. 

Illustrated with graphs~= and 
charts, the booklet points out, 
among other things, that there is 
little similarity between America’s 
position in 1941 and 1914. Tax col- 
lections in 1914 were but 2 billion 
per year as compared to 14.5 billion 
in 1941; ratio of expenditures to 
national income was 8 per cent in 
1913, but was 27.5 in 1940; ratio 
of taxes to national income was 6 
per cent in°1913 compared to 20 per 
cent in 1940; the federal debt was 
one billion before the World War, 
whereas today’s figure is 50 billion 
with indications of a climb to 100 
billion in the near future. 


Mail Order Paper Moves 


Mail Order Journal, New York, 
has moved from 280 Madison ave- 
nue to 14 E. 47th street. 


|Edison to Issue 
‘Defense Digest’ 


in Revised Plan 


West Orange, N. J., Oct. 8.— 
Faced with the necessity of revising 
|Ediphone sales promotion and ad- 
vertising plans as a result of the 
|defense program, Thomas A. Edison 
i|has inaugurated a new informative 
mailing piece called “Executives’ 
Defense Digest.” It will be mailed 
to a list of 18,000 key executives 
in the nation’s defense and govern- 
ment positions twice every month. 

In digest form, the mailing sums 
up the latest defense news, infor- 
mation and developments’ and 
reports the accomplishments of Edi- 
phone voice writing as an aid to 
those concerned with defense. Green- 
Brodie, New York, is the agency. 


CONOVER-MAST 
OFFERS DEFENSE GUIDE 


| Factory and Purchasing, has issued 
|an exhaustive chart entitled “A 
|Guide to Defense Priorities, Alloca- 
\tions and Prices.” 
collaboration with the division of 
| priorities of the Office of Production 
Management, the chart lists defense 
materials placed on the Army-Navy 
‘eritical list, orders for which may 
|automatically be assigned prefer- 
‘ence ratings; priority rules con- 
itrolling materials at their sources; 
and detailed definitions of all priori- 
ties rules. 

Donald M. Nelson, director of 
priorities, recently warned that all 
existing preference ratings, orders, 
rules and regulations must be 
|scrupulously obeyed in order to 
| prevent interference with or uncon- 
scious sabotage of the defense pro- 
| gram. 
| 


To Consolidated Agency 

Stor-Aid, New York, manufac- 
‘turer of fibreboard storage cabinets, 
|has appointed Consolidated Adver- 


New York, Oct. 8.—Conover-Mast Itising Agency, New York, to direct 
Corporation, publisher of Mill &|the account. 


Developed in| 


a a 


| 
Advertising Increased, 
Although Firm Is Oversold 

Package Machinery Company 
Springfield, Mass., will increase jt, 
1942 advertising appropriation py, 
50 per cent, despite the fact that jn 
many cases the company is over. 
sold. 

George A. Mohlman, vice-presj- 
dent, said that not only will the 
advertising appropriation be rajseq 
but that company salesmen wil) be 
maintained and instructed to work 
harder than before at selling jp 
place of the product, the com) any 
itself. “Future orders,” Mr. Mohj- 
man said, “will go to those con pa- 
nies that have worked during the 
war to keep their customers ind 
their dealers sold.” 


Ohio Agencies Merge 

Belden Associates and Maitland & 
| Reinhard, both of Cleveland, have 
|merged in a new company to be 
known as Belden and Maitlend, 
|Inc., with offices in the Penton bidg., 
Cleveland. President of the new 
j}company is Ralph Maitland, with 
i'Frank E. Belden as vice-presicent 
land treasurer. 


f 


j 


\ 


Advertising that is helpful to customers and 
prospects is of obvious worth to them; to the 
advertiser... even to crities of advertising. 


) 


) 
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One company, far behind on deliveries, found its 
sales-service division burdened to an unbelievable 
extent, Customers and prospects alike were de 
manding help in training new operators, help in 
maintaining the efficiency of old equipment. 

Not until the sales and service staffs were ap- 
proaching the point of complete exhaustion did 
this manufacturer realize that the strain could be 
eased tremendously by using advertising to dissem- 
inate, quickly and accurately, much of the useful 
information that his men were trying to distribute 
in person. In their business paper advertising 
(which, incidentally, reached many in need of help 
about whom they did not know) they offered oper- 
ating manuals, and suggested ideas for speed-ups 
and short cuts. Thus, their advertisements became 
useful vehicles of communication ... the kind of 
advertising that needs no defenders. 


— 


4? Not on your life! 
Quit advertising the product 
They're not letting anyone forget the features of 
their product. But they are, in addition, helping 
solve the problems created by delayed deliveries 
. serving as well as selling. 
This advertising is helping now to hold markets 
that they'll sorely need in the future. That is a won- 
derful bonus which is bestowed upon those who, 


Fx 
a4? 


worried as they may be about the future, devote 
their energies and resources to surmounting today’s 
problems, first! 

We have yet to see an example of useful adver- 
tising, designed to help ease today’s pressure, that 
did not at the same time build a sound foundation 
for future business. 


; Problems, 


ers ‘ 
Your Gustom pportunity 


The Tougher ertising 


The Bigger Your Adv 


Business paper editors find their readers more than 
ever grateful for helpful editorial material, upon 
which today’s conditions have made them increas- 
ingly dependent. 

\dvertisers have the same opportunity to entrench 
themselves firmly in the good graces of those readers. 

Of the two, the advertiser receives the greater re- 
ward for being helpful. All the editor gets out of it, 
aside from personal satisfaction, is an increase in 
new and renewed subscriptions. The advertiser gets 
an immediate cure for some of his current head- 
aches, and the enduring good will of his trade, which 
might well mean the difference between oblivion 
or security in days to come. 


THE ASSOCIATED 


369 Lexington Avenue, N.Y. ¢., CAledonia 5-4759 
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to You’ Consigned — 
toLimbo by FTC | 


Washington, D. C., Oct. 7.— 
“Kalamazoo Direct to You” has 
been consigned to the limbo of dis- 
carded advertising slogans, accord- 
ing to a stipulation agreed to today 
by Kalamazoo Stove & Furnace 
Company and the Federal Trade 
Commission. Ruled out along with 
the famous slogan were all other 
phrases which Kalamazoo has used 
to imply direct manufacture and 
distribution. 

The manufacturer agreed to de- 
sist from using such claims as “fac- 
tory prices,” “direct from factory to 
user “our factory products,” 


‘Kalamazoo Direct 


. a —— . : - —— 
Kalamazoo advertise that 43 engi- The stipulation is sweeping inso-| Elected to ANA 


neers “have been concentrated on 
the one job of designing a new Kala- 
mazoo furnace,” or refer otherwise 
to its personnel as “engineers” when 
that is not a fact. 


FTC CRACKS DOWN 

ON WEBSTER EISENLOHR 
Washington, D. C., Oct. 8.—The 

crackdown on cigar makers ad- 


vanced another notch today when | 


the Federal Trade Commission 
accepted a stipulation from Web- 
ster Eisenlohr, Inc., by which the 


advertiser agreed to cease repre- 
senting that the current two-for-a- 
nickel Cinco is the same cigar that 
formerly sold at a nickel each. 
Like other FTC cigar cases re- 
cently settled or still pending, Cinco 
copy has stressed a price reduction 


|far as price and quality claims are 


facturer barred from mentioning 
“5c”’ either alone or in connection 
with other words, but the word 
“now” cannot be used in connection 
with the actual two-for-a-nickel 
price. 


Jamestown Papers Merged 


The Post and the Evening Jour- 
inal, Jamestown, N. Y., have been 
merged in one paper to be known 
as the Jamestown Post-Journal, 
published evenings. The new paper 
|will be published in the Post bldg. 
iby the Jamestown Newspaper Cor- 
poration. Alfred G. Hill, part 
owner and general manager of the 
Journal, will be vice-president and 
general manager of the new pub- 


concerned. Not only is the manu-| 


National Gypsum Company, 
Buffalo, has been elected to mem- 
|bership in the Association of Na- 
|tional Advertisers. Robert E. An- 
derson, advertising director of 
| National Gypsum, will represent his 
|company in the ANA. 


WAKR, KCRC Up Power 


| Station WAKR, Akron, has in- 
|creased its power from 1,000 to 
5,000 watts day and night. Station 


KCRC, Enid, Okla., will increase its 
power to 1,000 watts about Nov. 1. 


Advances W. T. McGlynn 


William T. McGlynn, who joined 
the advertising and promotion de- 
partment of Armstrong Cork Com- 
pany, Lancaster, Pa., in 1937, has 
been named _ assistant 


Fruit, Veustable 
Best Buy Service 
Offered by OPA 


Washington, D. C., Oct. 9.—Con- 
sumer Division, Office of Price Ad- 
ministration, began last week a new 
service to housewives in 29 commu- 
nities by issuing localized lists of 
“best buys’”’ in fresh fruits and veg- 
etables. The service will be sup- 
plied weekly, and OPA hopes news- 
papers will cooperate by printing 
the information on their food pages. 

Recommendations are based on 
both quality and price factors, and 
vary among the different areas cov- 
ered. OPA gets its information 
from the Army quartermaster corps 


and the 


lishing company. 


purchases division of the 
Office of Production Management. 
Reports are received on Wednesday 
and are distributed Thursday for 


production 
“straight from the men who make| without quality deterioration. Web- 


. . 7 . | . . 
them to your home, or other terms | ster Eisenlohr mae aavertess ¢ neo | Advances Paul Flippin 
implying that the company produces | cigars as “popular at 5c for over| 


manager of the department. 


Adds K. E. Mauck 


” : Paul Flippin, for the past eight icati ‘riday. . 7 
the advertised products or controls|50 years,” but the advertiser has| nonths te — cdwertioius y Bar Kenneth E. Mauck, of Lexington, se omg = — incu ca 
the plant in which they are made. |now agreed with FTC that this| ment of the Democrat, Altus, Okla.,|Mo., has been named advertising| ~ Alth i defaiie sete aoe it 

The stipulation also covers engi- | brand has not been in the nickel|has been named advertising man- | manager of the Express, Monticello, aia ore ' se a cs gl The 
neering claims. No longer canj|class for 50 years. ager. Iowa. samme for Yh Poe York area. for 

; example, states that “meals in the 

% coming week should include cab- 

bage, potatoes, cauliflower and cel- 
ery, with desserts built around 
fresh apples.” 

The service was launched on a 


test basis but an extension to other 
|} markets is unlikely. Most of the in- 


Post’’ Advertising Manager 
Charles W. Rogers, formerly na- 

tional advertising representative of 

the Boston Post, 

has been ap- 

pointed advertis- 


formation comes from Army quar- 
| termaster market centers, located 
- in 29 cities. Some new source of 
i |information would have to be un- 
be _ covered if the reports are to cover 
other communities. OPA has no 
| plans for getting the information to 
e ithe public beyond weekly press re- 
, leases. 
3 


4 Consider this case: A consumer goods manufac We're still collecting the case histories upon which the or *. 
turer starts a Campaign in dealer papers explaining it will be based, so don't expect your copy tor a ceeding the late 
why he is unable to make full deliveries, and sug couple of months, or more, Chances are you'll still Aled i. Warm 
gesting how the retailers can keep their doors open be interested in what others are doing about this — Rogers’ 
by building up the service end of their operation. problem, even after Christmas, so why not send 


appointment to 
the advertising 
directorship tops 
the twenty-first 
year of a _ suc- 
cessful career in 


The manutacturer feels that he can thus help main- 
tain the good will of his dealers; that they in turn 
can help maintain the good will of their customers, 
the consumers, by prolonging the efficient perform 


along the coupon and insure getting your copy just 
as soon as it’s off the press. 

In the meantime, only you can determine what 
you can do to help yourself by helping your cus 


ee ee 


; W. Rogers 
; j . rertis rhich C. W. Rog 
ance of the proc Th tty Ss o-ranee TS ; , , , ; ‘advertising w enpts 

ce of the product, That is pretty sound long-range tomers and prospects. Business papers offer the op bean with the Santen Beesine 
thinking, but its immediate benefits, in terms of in portunity to do this, as you work it out, product by American shortly after his return 


stantly reduced pressure and irritation, are appar 


product, and market by market. They offer the in 
ent, too. 


tensive coverage of special groups of Customers and 
prospec ts to whom you can talk spec ifically and 
you have to be specific to be truly helpful. Generali 
ties fall flatter than ever, today! 

The simplest way to be sure what your customers’ 


new problems are is to get out and visit with them. ‘Adds Cowilich to Staff 


Just start with one group and see what you can work | 


‘from World War I. 
ciated with the 

newspapers as advertising repre- 
| sentative, the New York Herald 
Tribune and the Rodney E. Boone 
Organization before joining the 
jadvertising staff of the Boston Post. 


He was asso- 
Scripps-Howard 
++ Have To Be “Big” To Help Customer 
You Don't Have 
Anyone can start by putting into his business paper 
advertising the things that he says to an irate cus 
tomer who phones for an explanation of delayed 
orders. Chances are you can do more than tell the 
facts concerning your position and what you are 
doing to speed deliveries... that you can make some 


W. B. Cowilich, formerly adver- 
tising and circulation manager of 
“General Electric Review” and a 
member of General Electric Com- 
}pany’s publicity department, Sche- 


out for them. 

Then use your advertising to help solve one of 
your current customer relations problems in that 
particular market. 


i j : : nectady, has joined the Eastern 
useful suggestions that will help /iam stay in bust- 7 , ' ; _ — | A ; 
ness. too ans That kind of useful advertising is its own best sale oe of Electrical Equipment, 
“  ® i), : Ww rK. 
defender. ew Yo 


dusiness paper advertising, to be useful, doesn't 
necessarily call for big space. Sometimes manutac 
turers find that the information which is of greatest 
use to their customers is so voluminous that supple- 
mentary literature must be offered. When that is 
the case, just be sure that your advertising “Tells 
All” that the reader must know in order to deter 
mine the usefulness of the literature to him. 


That kind of advertising will not only help build 
a sound foundation for future business: it will re 
lieve some of your difficulties right now 


‘ : aa ~-*" is produced in } 
}) Sioux City—the heart of America’s finest agricul 

tural district 

’ , Three of the world’s largest packing compames . i’ 
are located here and are now operating at ca 3 e 

a Gy és 

4 Room 2716—369 Lexington Avenue, / A 
oe, New York City 


pacity. Over $62,000,000 worth of live stock has 

been recewed here during the first eight months of 
C) Yes. | want a copy of “How To Find Out What To Say In 
Your Business Paper Advertising Today" as soon as it is ready. 


What To Say 


“How To Find Out pr Advertisit 


‘ vg Today” 
In Your Business Pape 


The Associatea Business Papers, 


this year. Large increases have been made to the 
workers within the past few weeks. This brings 
Sioux City into one of the most prosperous cities 
m the nator 


That is the title of the new A.B.P. aid to advertisers 
which will be published soon. 

We realize that everyone ts interested in this sub 
ject right now, but we believe that the booklet must 
be thorough-going and fairly complete in order to 
be fully useful to advertisers and agency people. 


The world’s largest creamery is also located « 
Sioux City. Thousands of pounds of butter and 
(PLEASE PRINT) milhons of cans of condensed milk are being pro 
duced for army and civihan supply. Sioux City and 
ts terntory now ranks im the high income group 
There 1s only one way you can properly reach this 
wealthy market. That is though the use of The 
Sioun City Journal 


Position f THE JOURNAL is now runmng over 


Please send the 
other FREE A. B. P. 
aids checked. 


Name 


O Me. President tht jon? 52.000 copies daily ~ creu _ ‘s 
“1 entra overin of Swur 
Meet Your Adver- T ae ~ 9 | pedi st - 

p ay tising Manager.’ Comaen (. BP competing medium 
pony —_" Why not put an “A” schedule in this 
NES: lig MP0 e newspaper and reach the American 
strung My Advertis- market which will continue to stay stable 


‘ong after the war is over 
ing Agency.” Street 9 


\, O “Intensive Adver 
Y tising’ by John E. 


Kennedy. 


#3 ¢ 
The Sioux City Journal 
Owners and KSC 5000 Watts 


Operators of 1360 K. C. 


Anational association of business publica- 
tions devoted to increasing their usefulness 
to their subscribers and helping advertisers 
get a bigger return on their investment. 


City and State 
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National Newspaper Week 


The celebration of National News- 
paper Week, which has just been 
completed, was of significance to 
advertisers largely because it was 
important to readers. Newspapers 
generally have used the event as an 
occasion to resell their communities 
on the fundamental service which is 


rendered to the public by the sort of | 


comprehensive, impartial news re- 
porting and interpretation which 
have been characteristic of the daily 
newspaper for generations. 

The reason why it is important to 
call the newspaper, as an institution, 
to the attention of readers is be- 
cause, like the air and the sunshine, 
it is very likely to be taken for 
granted. Reading newspapers is 
probably among the most ingrown 
habits which Americans have culti- 
vated over the years, and hence us- 
ing the daily paper as the source of 
world news, local news, store news 
and family entertainment is such a 
regular part of American family life 


that it is not subject to comment un- | 


less attention is called to it by some 
special event or promotion like Na- 
tional Newspaper Week. 

Yet there is every reason for the 
citizen of this republic to stop for a 
moment and realize what his news- 
paper means to him; to appreciate 
the fact that it is not only an excel- 
lent product, technically and me- 
chanically, but that it is among 
the finest expressions of what we are 
pleased to call the American way of 
life. Free speech and a free press 
represent fundamental rights which 
every individual enjoys, but their 


; . : 
precious character is realized most | 


“only when they are lost. With hun- 
dreds of millions of people all over 


the world suffering the loss of indi- 


vidual liberties, including both free 
speech and a free press, the fact that 
in America these freedoms live and 
flourish is important and significant. 

As an advertising journal, repre- 
jsenting the viewpoint of the user of 
ladvertising media and_= services, 
| ADVERTISING AGE believes that it is 
only because of the kind of free 
press represented by the daily news- 
|papers, and reflected in all other 
|types of journalism, that advertising 
‘has grown and flourished as it has. 
It is because newspapers and publi- 
cations in general have supplied an 
untrammeled and undiluted source 
of news and other information that 
the public has confidence in its press, 
that circulations have grown nat- 
jurally and spontaneously, and that 
| good advertising is read and re- 
| sponded to. 


| And freedom of the press, as an 
\individual right fostered and main- 
jtained by the newspapers of the 
‘country, carries with it the impli- 
cation of freedom of expression 
| through advertising. Since advertis- 
jers as well as publishers may have 
to fight for the freedom of expres- 
lsion which has been their natural 
|and unchallenged franchise, such 
joccasions as National Newspaper 


|Week serve to remind us that this | 
\freedom, like freedom of the press, | 
is too precious to allow it to be cur- | 


‘tailed or abridged without protest 
‘and resistance. 


Specifications Versus Brands 


Restaurant operators and 
manufacturers, including many of 
the largest advertisers in the coun- 
try, got together in Chicago last 
week, during the National Restau- 
rant Show, to discuss mutual prob- 
lems of buying and selling. The oc- 
casion was the annual luncheon 
sponsored by American Restaurant 
magazine, which has become some- 
thing of a tradition in this impor- 
tant section of the institutional or 
quantity service field. 

Discussion centered around the 
educational program of the National 
Restaurant Association, which is 
hoping to provide restaurant opera- 
tors and managers with expertly 
drawn specifications which will en- 
able them to purchase food prod- 
ucts more intelligently. One of the 


objectives is the elimination of price 
buying and the substitution of em- 
phasis upon quality and value in- 
stead of low prices. 


food | 


It was interesting to note, how- 

ever, that even those who are most 
jinterested in this program empha- 
sized the important part which ad- 
'vertising is playing in creating 
brand acceptance among both buy- 
ers and the public who patronize 
restaurants. Brand acceptance, it 
| was pointed out, is based on recog- 
jnition of known quality, and the 
| wise buyer thus saves himself time 
land trouble by turning to these es- 
|tablished standards when making 
|his food purchases. 
Advertisers, who necessarily lead 
‘in quality and protect their stand- 
| ards through all the vicissitudes of 
| market fluctuations, can hardly suf- 
| fer through the employment of cor- 
rect specifications and their use in 
purchasing. But after all, the adver- 
tised brand which has won its posi- 
tion through merit and uniform 
| quality remains the buyer’s best as- 
| surance of value and satisfaction. 


‘ 
alt 


Men's Apparel Reporter 
Ad-libbi 
-li ing 
| The Hidden Ball Trick tify the ‘“old-type floating soap” 


The closest approach that adver- 
| tising makes to the hidden ball trick 
of gridiron and diamond fame is 
ithe “thin veil” approach, in which 
ithe competitive item you're talking 
labout is described in the most 
minute detail and torn apart, atom 
iby atom, but never, never men- 
‘tioned by name. Some strange tenet | 
|in the advertising man’s credo (and 
|particularly, we fear, in the media 


Dare! Dare! Double dare! 
Compare SWAN with any old-style floating soap! 
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! 
|}man’s credo) makes it permissible 
ito do a considerable amount of 
|}good, old-fashioned damning of 
icompetitive products, but absolutely 
forbids, as the height of indelicacy, 
|the actual mention of that competi- 
ltive product’s name, even though 
the most idiotic of Mongolian idiots 
j}could not fail to tack that name 
}onto the product described. 
| Thus Plymouth built a campaign 
lof many years standing on the 
\“Look at all three” theme without 
ever once slipping from grace by 
actually mentioning the other two; 
and if you or you or you wanted 
jto think that “Car B” and “Car C” 
|}were actually those cars’ names, 
‘why that was your privilege. And 
no one objected, not even the own- 
ers of “Car B” and “Car C.” Yet 
it is not difficult to imagine the 
howls which would have arisen on 
all sides if these thinly veiled 
anonymities had actually emerged 
under their proper names. 

The Swan ad shown here seems 
to us the ultimate refinement of the 
“thin veil” approach. In fact, we 


with which Lever Bros. wants you 
to compare its new floating marvel. 
Oursler Speaks 
On Thursday the 
erated Advertising Club heard a 
sermon. The “preacher” was Ful- 
ton Oursler, editor of Liberty, and 
the audience sat quiet and spell- 
bound, in a state of spiritual en- 
trancement. Only when Mr. Ours- 
ler sat down and the audience rose 


Chicago Fed- 


as one man and thundered its ap- | 


preciation did the feeling of the 


|meeting vary from that of church- 


goers seeking, and finding, renewed 
faith and hope in the holy precincts 
of a temple of God. 

Mr. Oursler mentioned advertis- 
ing not at all; he mentioned Liberty 
not at all; he did not make a speech. 
We insist that he delivered a ser- 
mon, and that his sermon was one 
of the most hopeful, most uplifting, 
most spiritual which has been heard 
for many a day. 

He called for a renewal of faith 
in the fundamentals of our national 
life and in the dignity of human 
relationships; he asked for renewed 
belief in Americanism, for rekindled 
devotion to the way of life which 
the best and most vigorous strains 
of 50 countries have built up in this 
country through the greatest mass 
migration in all history. He found 
false prophets abroad in all lands, 
and warned that if America would 
be safe it must recreate the willing- 
ness to die for an ideal and a way 


of life which marked the hardy pio- | 
neers who set up a system of gov-| 


ernment and a mode of living here 
which has resulted in the untold 
benefits to all the people. He 
warned of the dangers of defeatism, 
the willingness of too many people 
to accept some sort of a dictator- 
ship, and insisted that a belief in 
Americanism and in “our Godlike 
undefeatability” would carry us 
through to new heights, new glories 
and new freedoms. 

But words do little justice to the 
spirit which Mr. Oursler kindled in 
his hearers. He spoke of abstract 
things—of things far from the nor- 
mal realm of adclub speeches—but 
he left his audience with lightened 
hearts, gladdened eyes and a 
quicker step. He delivered, we say, 


|dare! dare! double dare! you to iden-|a sermon, and a good one. 
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Information 
for 
Advertisers 


The following documents may }y 
secured without charge from com 
panies sponsoring them, or thr ugh 
ADVERTISING AGE, by any nat ona) 
advertiser or advertising agency 
‘executive writing on his bus nes 
letterhead. 


No. 1883. The Memphis Mark >t, 
Memphis Publishing Com) any, 
publisher of the Commercial A) pea! 
and Memphis Press-Scimitar, has 
issued this study of the city. jts 
market and newspapers. Fi: ures 
show the population increase oye; 
'the past 40 years, payroll, by irdus- 


|trial groups, and wholesale anq 
'retail sales. Important whol: sale 
and retail outlets are listed, and ; 


detailed study of newspaper cv ver- 
age is tabulated. 


No. 1884. How to Save Time and 
Money with Photo Copies. 

A reference chart shOwing 57 
applications for the use of photo- 
stats as tested and approved by 28 
different types of organizations js 
/one of the features of this booklet 
which has been issued by F. A 
Russo, Inc. It contains numerous 
suggestions for those concerned 
with the preparation of printed 


matter. 
No. 1884. KSL Coverage. 
Radio Station KSL, Salt Lak« 


City, has issued this coverage m 
of its daytime and nighttime listen- 
ing areas as defined by the Fifth 
Listening Area Study of CBS. Tab- 
j Mente opposite both day and 
night maps include figures On popu- 
lation, radio families, retail stores 
and sales, and other market data 

| 


No. 1877. Facts. 


The Chicago Herald-American 
has issued a new number in its 
“Chicago in your vest pocket” 
series. Charts and pictures enliven 
the story of Chicago’s progress, and 
| concisely-handled type matter re- 
ports new facts on defense activity, 
| civic facilities and improvements, 
j}and people and their interests and 
buying power. 


No. 1879. How to Sell Tobacco in 
the Philadelphia Markee. 

The Philadelphia Bulletin has 
issued this report of a Ross Federal 
Research survey made among retail 
tobacco customers and quantity 
buyers of tobacco products in Phil- 
adelphia, and among defense work- 
ers. The answers indicate news- 
paper readership, attention to cigar 
and cigaret advertising, and among 
the quantity buyers, newspapers 
recommended for tobacco product 
advertising. 


No. 1773. The Passing of the One 
Night Stand. 

The principle of turnover ratio in 
radio is the subject of this brochure, 
in which Columbia _ Broadcasting 
| System defines this new approach 
| to audience measurement and dis- 
cusses some of the findings on radio 
| turnover, summarized from s¢ eral 
| different investigators. Charts and 
| text show the one-time aucienc 
| versus turnover audience for sev- 
| eral programs. 


No. 1790. Seeing Is Believi 

In this new sample book, Kim- 
berly-Clark Corporation let Tru- 
fect, Kimfect, and Multifect Leve- 
| coat papers do their own sell joo 


which they do effectively by ©n0W- 
ing how they send off an advyertis€- 
ment’s appeal. The three ipers 
form the pages of the plastic- 0un¢ 
brochure and carry illustrat)ons of 
many types of subjects in rious 


reproduction processes. 


No. 1785. For Intensive Coverage 
Extensive Sales. 

Radio Stations WHK-WCLE have 

issued three file folders cont.1n! 


tabulations of market data, ove™ 
age maps and rate cards. I) uded 
is an outline of the stations’ produc! 


and program promotion act! 
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The first 


magazine” 


ta a 


Da A en, 


in the world 


ever to reach 


4.000.000 circutation 


August. I9Al eoeee#ee 1.050.000 
August, 1940 ..... 3.597.866 


August, 1939 ..... 3.219.258 This record established by the Ladies’ Home Journal in 
August. 1938 3.O73.151 August, 1941, is all the more remarkable because the 
4 ] e oeeee#ese ePe eRe e 

Journal is edited expressly for women. Women alone 
August, 19337 2.913.236 
« . e e o*eee#e e# : e bed ° 


have shown a preference for the Journal that has given 


August, 1936 ..... 2.684.136 
August. 1935 ..... 2.515.187 


it the largest A.B.C. audited net paid circulation of ANY 


magazine of ANY kind in the world. 


Gama 


Buy the Journal FIRST: women do 


72% of the above circulation increases 
came from newsstand sales 


eee 


"AMONG ALL A.B.C. AUDITED MAGAZINES 


LADIES’ HOME 
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PLUGS RADIO PROGRAM 


SERGEANT! WHY DID YOUR 
BUCLER BLOW REVE/LLE 
TEN MINUTES LATE 
THIS MORNING ? 


Ali MY MEN 
USE INAT FAST 
MENNEN BRUSHLESS 


Radio's Laugh Riot! mt 
| so7. aU 
cart. FLAGe sot. 


VICTOR MeLAOLEM ond 
fomune Lowe 
SORRY GUT — 7.90 ESL — 85 STATIONS —NBC Bive NETWORK 
OMIT! FOWE F4FTE FOR LOC 4s Frmt ome Etetrom, 


The Mennen Company, Newark, N. J., is 

using @ series of cartoons to promote 

its new radio program, Capt. Flagg and 

Sgt. Quirt, this being one of the group 
in seven military publications. 


Price Increases 
Fail to Slacken 
Consumer Demand 


8.—Despite the 


New York, Oct. 
fact that consumers in all income 
classes indicate a keen awareness 
of price increases in food, clothing, 
electrical equipment and alcoholic 
beverages during the past. six 
months, there has been relatively 
little slackening in demand, accord- 
ing to the latest Fortune survey of 
publie opinion. 

Demand has fallen off chiefly in 
lower income levels where purchas- 
ing power has not kept pace with 
prices. Incidentally, the poll was 
made before the new excise taxes 
went into effect Oct. 1. These 
levies are expected to affect the 
purchasing power of lower income 
groups even more seriously. 

The greatest price rise conscious- 
ness shown was in connection with 
food, with 89.6 per cent of the 5,000 
people interviewed reporting notice- 
able increases. Clothing came sec- 
ond, with 53.6 per cent reporting 
increases; rent, 20.7 per cent; alco- 
holic beverages, 18 per cent, and 
electrical equipment, 14.3 per cent. 


Continue to Buy 

Those who noticed rising prices 
were asked whether as a result they 
have bought less tham usual. For 
food, 79 per cent answered nega- 
tively; alcoholic beverages, 74 per 
cent; electrical equipment, 79 per 
cent, and clothing, 73 per cent. The 
need for curtailing purchases due 
to higher prices was naturally more 
pronounced as the income level de- 
clined. An interesting point, in this 
connection, was the fact that cur- 


-»-more than just 
a radio station -- 


a Baltimore 
institution! 


— 


} 
] 
| 


more pronounced in the two lowest 


income levels than curtailment of | 


|alcoholic beverages. 


| viewed indicated they were stock- 
ing up on consumer goods. Where 
|such action was reported canned 
| goods appeared to be the chief 
products affected, with hosiery sec- 
ond. Some stocking up was also 
| reported on sugar, suits and shoes. 
| Those who replied in the negative 
‘when asked whether they had been 
buying more than usual were asked 
“why not?” 

The most frequent answer given 
was, “I haven’t the money.” Some 
thought it unnecessary and a few 
expressed the opinion that it was 
not in the country’s interest. 


tailment of clothing purchases was| Lqunches Liberty Sedan 


In what the company says is 
cooperation with Mr. Ickes’ efforts 


|to conserve gasoline, Crosley Cor- 
Comparatively few of those inter- | 


poration, Cincinnati, has launched 
its promotion for the new Liberty 
sedan. The new sedan differs from 
former models in that it has a new 
steel turret top, but retains the fea- 


j}ture of a claimed 50 miles per 


gallon. 


Issues Annual Directory 


House Furnishing Review, New 
York, has issued its seventh annual 
directory issue containing revised 
classifications of manufacturers, dis- 
tributors, importers and jobbers in 
the house furnishing, gas and elec- 
trical appliance, and bath furnish- 
ing fields. Over 10,000 trade marks 
and brand names are also listed. 


Adds J. R. Panepinto 


J. Richard Panepinto, copy and 
production head of Albert H. Dor- 
sey Advertising Agency, Phila- 
delphia, has been named advertising 
manager of Beverage Products Cor- 
poration, Philadelphia. 


Celebrates Moving 


Kane Advertising, Bloomington, 
Ill., celebrated its moving into new 
quarters at 508 N. East street with 
an open house and a full-page ad- 
vertisement reviewing its staff and 
five-year growth in the Bloomington 
Daily Pantagraph. 


Moves to New Offices 

Lord & Thomas, Hollywood staff, 
which directs radio for the agency, 
has moved into new offices in Co- 
lumbia Square. 


Maxwell House on WHN 


General Foods Sales Company 
will sponsor a Jewish radio series 
starring Molly Picon, on beha!; o; 
Maxwell House coffee, for the ‘ifth 
successive year beginning Oc: 7 
over Station WHN, New York. The 
program will be produced by the 
Joseph Jacobs Jewish Market Or. 
ganization under the supervision os 
Benton & Bowles, New York. 


Issues Insulation Book 


Wood Conversion Company, s} 
Paul, Minn., has issued a bo 
illustrating the applicatiuns of jts 
Balsam-Wool sealed insulation. |p, 
its 20 pages, illustrated with 


LARGEST DAM 
Spokane is only Metropolitan center close to this ‘8th Wonder of the World.” 
Above, recent view of dam 


LARGEST U. S. RECLAMATION PROJECT 
1,200,000 acres will be developed by Columbia 
River water. Right, irrigation canal. 


. 


‘Our 
colors, the company compares + jree 
houses, showing costs of he: ting 
and maintenance with and wit roy 
insulation. 

a — 


LARGEST SOURCE OF POWER 


Just when 


the country needs power most, the 


turbines start turning at Coulee dam, world's great- 


11TH ARMY AIR DEPOT 
To be built West of Spokane at cost of 


$20,000,000. 


Announced by Army officials 
Sept. 12, 1941. Above, 


Spokane's Fort George 


Wright which already has air corps super- 
vision over eleven Western states. 


WORLD'S LARGEST BODY OF 
WHITE PINE TIMBER 
Lett, Loading white pine timber on truck. 


LARGEST ARTIFICIAL LAKE 
Water behind Grand Coulee extends 151 
miles to the Canadian boundary. View. of 


Lake at right. 


est potential source of electric power. Above, one of 
the generators. 
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WMUR to > NBC Blue Elects F. S. Peters 


Station WMUR, Manchester,| Fred S. Peters, on the sales staff 
N. H., has become a basic supple- | of Prudden, King & Prudden, New 
mentary outlet of the National) York, has been elected secretary of 
Broadcasting Company Blue net-/|the company. He was previously 
work. Station WFEA, Manchester, | vice-president and advertising man- 
has joined the NBC Red network |ager of Tradepress Publishing Cor- 
as a basic supplementary outlet. poration, Chicago. 


ts Publishing Account Beck Talks to Ad Club 


Reiss Advertising, New York, has; The Advertising Club of Colum- 
been named to direct a direct mail | bus, O., opened its 30th season with 
and business paper campaign for a speech by Thomas H. Beck, presi- 
Radio & Technical Publishing Com- | dent of Crowell-Collier Publishing 
pany, Company, New York. 


New York. | 


Adds Folly Turkey Farm Pontiac Outdoor Moves 


Folly Turkey Farm, Trevor, Wis.,| Pontiac Outdoor Advertising 
has a Binine- Ivan Hill Advertising Company has moved to its new 
Agency, Chicago, to direct its ad-| plant at 4900 Cadillac Avenue, De- 
vertising. troit. 


| | Trammell Offers 
Plan to Mobilize 
NEC for Defense 


New York, Oct. 8.—In order to 
mobilize the joint resources of the 
National Broadcasting Company | 
and its affiliated outlets for greater | 
service to the national defense 
effort, Niles Trammell, NBC presi- 


stations the formation of two plan- 
ning and advisory committees 


cooperative basis. 

Under the proposed plan, each 
committee will consist of seven 
members, representing seven differ- | 
ent regions, to be selected by the) 


dent, this week proposed to the 239 | 


to | 
develop a definite program on a) 


members of NBC’s Red and Blue 
network services in the respective 
districts. According to Mr. Tram- 
mell’s letter, the committees will 
|consider “major problems, first as 


they pertain to the national emer-| 


gency, and second, as they pertain 
to our joint needs of network and 
station operation.” Temporary com- 
|mittees, to function until regular 
| successors are elected, will meet 
| Nov. 4-5. 


Moves to New Offices 
Advertisers Engraving Company, 
formerly located at 128 Opera Place, 
Cincinnati, has moved to the Pugh 
ibldg. The company recently ac- 
|quired the engraving department 
jof the Quality Engraving & Electro- 
type Company, also of Cincinnati. 


JUNK TO SHIPS 
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NATIONAL 
GRANARY 
Right, Com- 


bine 


in 


Palouse 
wheat field. 


WORLD’ 
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Left, great 


/ 4 oo — . =. SS ee , Idaho. 


The country fair still holds sway with its exhibits of 
mammoth melons, giant ears of golden corn, big red 
apples, sleek livestock. Only the finest in each class gets 
the BLUE RIBBON. 

It's the same with markets. Only the finest can be called 
BLUE RIBBON fields—One of these is the Spokane 
Market—a BLUE RIBBON winner in many divisions. 
Large as New England, hemmed in by four great mountain 
ranges, and with as many people as Milwaukee or Pitts- 
burgh, it has great natural resources of mine, forest and 


ay © ij, ig ina” | : x 
. aD A Se. 2B. te 


MORNING 


ee . : Mm Potlatch 
ba a ay — Sine : ~~. ee @ Forests mill 
a. . ae —— . . at Lewiston, 


farm. With the great construction project at Grand 
Coulee and the development of Spokane as an army 
aviation center, this district’s position has become even 


more outstanding. 

Herewith are pictured some 
“Firsts.” They explain why this 
favored test markets, and why 

t “A” schedules. 


of the Spokane Market 
area is one of the most 
the Spokane newspapers 


For more data about this Blue Ribbon market, write 


the Spokane newspapers. 


ae $s ry . A 


COMBINED DAILY CIRCULATION OVER 120,000--81.24% UNDUPLICATED 


7 Advertising Representatives —-JOHN B.WOODWARD, Inc.— New York-Chicago-Detroit-Los Angeles-San Francisco 
Color Representatives — Sunday Spokesman-Review Magazine and Comic Sections — Newspaper Groups, Inc. 


This patriotic cooperative advertisement 

of Des Moines junk dealers Is the first of 

a series in the Des Moines Register and 

Tribune to stimulate the collection of 
scrap metal. 


61% Own Auto 
Radios; 41% Listen, 
Oil Survey Shows 


Los Angeles, Oct. 8 — In a 
check-up on its early-morning 
newscast over a Columbia Pacific 
network, the Union Oil Company of 
|California adopted an_ interesting 
method of research. For five con- 
secutive days, investigators placed 
lat strategic intersections asked 
motorists: 
| 1. Do you have an automobile 
| radio? 
9 


“~. 


Is your radio turned on? 
| 3. To which station or program 
jare you listening? 

Time of the survey, 
coincided with the Union program, 
7:45 to 8 a. m., PST, and investi- 
gators shifted from intersection to 
intersection to prevent duplications. 

The survey, which Union says is 
the first of its kind conducted on 
the Pacific Coast, showed that of 
the number of automobiles con- 
tacted, 61.6 per cent were equipped 
with radios and 26.4 per cent of the 
total car drivers were listening to 
programs. The latter figure, oddly 
enough, was based on total inter- 
views—for when the second ques- 
tion was asked the 61 per cent own- 
ing radios, the actual listening 
audience amounted to 42.9 per cent. 

The Union Oil study showed that 
the average listening audience to 
automobile radios was two per car. 


of course, 


Shepherd to Sweet 


Brownie Shepherd, formerly with 
Frank Welch Company, Fort 
Wayne, Ind., has joined Sweet Out- 
door Advertising Company, Linden, 
N. J., as director of sales. 


Goldman Adds Four 


David Goldman Company, Chi- 
cago, has been named to handle 
the advertising of Allison-Beford 
Company, Sovereign Oil Company, 
Paragon Hat Company and Pullman 
Couch Company, Chicago. Harold 
Gross is account executive. 


when you think of SPOTS 
. think of John Blair! 
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Names Bernard Sullivan 


Bernard J. Sullivan, formerly 
manager of RCA Victor's sound 
division, has been named general 
manager of Clock Sales Company, 
Chicago. 


Heads Outdoor Group 


Julian M. Rice, Montgomery, has 
been elected president of the Ala- 
bama Outdoor Advertising Associa- 
tion at its semi-annual convention 
in Montgomery. 


Names F. H. Swattield 

F. Hartwell Swaffield has been 
appointed assistant media director 
of Horton - Noyes Company, Provi- 
dence. 


The patented Galv-Weld 
frame construction prevents 
rust and vibration. 


Articles on Advertising 
Sent to Jersey Papers 

Home News, New Brunswick, 
N. J., has released a series of seven 
articles answering questions people 
frequently ask about advertising to 
newspapers throughout the state. 
The series was prepared by Frank 
B. Hutchinson, professor of journal- 


ism at Rutgers University and 
executive secretary of the New 
Jersey Press Association. 


Directed to the 
paper reader, the articles are de- 
signed to remove the many mis- 
taken ideas most people have about 
advertising. Editors may use the 
series in any manner they wish, 
with or without credit to the Home 
News. 


average news- 


Boones ' to to WXYZ 


Lambert B. Beeuwkes has re- 
signed as sales promotion and ad- 
vertising manager of Station KYW, 
Philadelphia, to take over a similar 
position with Station WXYZ, De- 
troit. He was previously On the 
sales staffs of Stations WFBR, Bal- 
timore, and WHAT, Philadelphia. 


AGMA Disputes 
Claim of 24% Rise 
in Food Prices 


New York, Oct. 7.—Serving notice 
on Washington that the food indus- 
try will not submit to the role of 
“whipping boy,” Associated Grocery 
Manufacturers of America today 
disputed recent assertions by gov- 
ernment spokesmen that food prices 
have risen “as much as 24 per cent” 
and quoted Bureau of Labor sta- 
tistics in rebuttal. 

“Already the food industry is in 
the middle of a gigantic squeeze 
play in which farm prices are being 
subsidized to new high levels on one 


side, and retail price ceilings and 
new taxes are being threatened on 
the other,’ Paul S. Willis, AGMA 
president declared. “We cannot 


stand both pressures at once.” 


He pointed out that the Bureau 
of Labor Statistics has decided to 
represent average commodity prices 
from 1935 to 1939 as 100, and on 
this basis latest figures for food 
prices show a rise of 8 per cent 
above prices during the “depression 
thirties.” 

A claim of price rises cf 24 per 
cent “repudiates these authentic 
figures,’ he said, 
“which may easily lead to hysteria 
on the part of 30,000,000 American 
housewives,” and leading to hoard- 
ing, price-spiralling and inflation. 


Prices Rising Slowly 


Admitting that prices 
foods are rising, Mr. Willis insisted 


that “they are rising slowly and 
they are being forced by other'| 
powerful economic forces.”” Among 


the latter he mentioned government 
spending, higher cost of production 
and subsidized and greatly increased 
farm prices. 

“Government spending for the 
Army, the Navy, stock piles and 
export under lend-lease has created 


America’s Oldest Station 


DECLARES A DIVIDEND! 


The Station Most People Lis- 


tened to First! Joins 


work they Listen to Most! 


To Spot Radio Advertisers, 50,000- 
watt Westinghouse Station KDKA 


has become a bigger buy than ever! 


%elh ti 


the Net- 


RED boasts seven of the top som net- 


For more dials than ever, throughout 


the booming Tri-State Area, will stay 
tuned to KADKA by day and by night, 
stimulated by the unmatched leader- 


ship of NBC RED programming. 


And when we say 


--.we mean just that! For instance: 
NBC RED had the highest average 
the highest 


average nighttime audiences . . 


daytime audiences . . 


“unmatched” 


which 


day 


. dur- 


7: Ye Yh pid' 


ing every month of 1940. And during 
every month of L941 so far! First in 


top-ranking programs, too, NBC 


work shows now on the air. . 


the power and prestige of KDK A 

ALONE blankets the expanded 
Ti-county Pittsburgh market of to- 
and you have a story typical 
of the kind of leadership NBC. offers 
to spot and local radio advertisers in 
1] great American markets .. . 
Golden Zones where money flows 


freely and products sell fast! 


4 


VL i Wa Ia i, # 


“KOKA. 


. more 


than twice as many as all the other 


networks combined! 


WEAF . 


Check the list of NBC Key Sta- 
tions yourself... then ask to hear 
the whole story. A phone call to your 
nearest NBC. Spot Sales Office will 


bring it in a jiffy! 
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Tops se Spot and Mm Radio Advertisers 


. NEW YORK 


Westinghouse Stations 


NEW YORK | WBZ. paren | 


Represented by 


New York - Chicago - Son Francisco - 
Woshington - 


Boston 
Clevelond - Denver - Hollywood 


NATIONAL BROADCASTING COMPANY 


* A RADIO CORPORATION OF AMERICA SERVICE 


spreading rumors | 


of staple | 
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BUILDS RIVALRY 


“eee eee eee eae 


Mu FROM THE OLD HOME TOWN 


$75 @ month — plus uniforms “Keep ‘em fiving!” Get 


board, lodging. medical wd together and apply 
. 


ey 
U.S. aan RECRUITING SERVICE Xa 


US drome Reoraiting 
eral 


a 


Maw satel 
Governors Island. NY Nemeh ( 7h. a Presidan af Sam Pres 
Bol umor, 


Adama Ge Entined Division Ki, ACO. Workin 


a your local branch of Oy Senter Chante of Commene @ 
werems of Forngn Ware, Ameren Lei meval Federemem of W omen 


Appealing to the friendly rivalry that 
exists between communities, colleges 
and other groups in the United States 
current newspaper and magazine adver- 
tising by the U. S. Army Recruiting 
Service in its campaign for volunteers to 
the Army Air Corps, features a novel 
recruiting idea. Under the new plan 
20 applicants for Army Aviation Cadet 
training, all from the same town or col- 
lege, can team up into a unit and take 
their training as a group. N. W. Ayer 
& Son directs the account. 


a great new demand for food,” M: 
Willis said. “Under normal condi- 
tions such an increase would 
the effect of moving prices upward. 
However, at the same time, the 
weekly earnings of labor engaged 


hay e 


‘in manufacturing industries has in- 


creased 27 per cent, thus adding 
to the cost of food processing and 
distribution. Finally, but by no 
means least important, the 
paid to farmers for farm products 
increased 51 per cent since 1939 

“If these increases have not been 
passed to the public, it is because 
the manufacturers and distributors 
of foods have been doing an efficient 
and economic job, particularly dur- 
ing the past 10 years. In that period 
they reduced their cost of distribu- 
tion by 18 per cent.” 

Mr. Willis pointed out that food 


prices 


| prices today are 19 per cent below 


+ 


those of 1929, despite the fact that 
the average factory worker in 1929 
spent about one-third of his income 


on a standard food budget, com- 
pared with one-fourth this 

Real income, he said, is one-third 
greater than it was a year ago, but 
total cost of living has advanced 


one-twelfth during the last ye: 
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October 13, 194) 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


Repetition Means 


Reputation 

To the Editor: As perhaps the 
best and most intelligent chroniclers 
of all that goes on in the advertis- 
ing industry, your good publication 
might be interested in a 
observation. 

During these stirring times, we 
see daily all around us evidence of 


a changing world. New beliefs, new | 


concepts, new inventions, new phi- 
losophies — even new cliches have 
supplanted the old. 

As a case in point, we submit the 
timeworn statement that “man may 
outlive his usefulness.” Only re- 
cently two nationally known organ- 
izations have not only disproved 
that statement, but have proved 
again that man’s usefulness may 
continue long after life has ended. 

I refer specifically to two recent 
advertisements—and if Noah Web- 


ster, dead these many years, didn’t | 
turn in his grave, he must at least | 


have flipped a page or two. 

First, in an advertisement in the 
July 7 issue of Time, Owens-Illinois 
took Mr. Webster’s name (not in 
vain, we hope) when they 
“We've revamped your definition, 
Mr. Webster.” 

Then, in the Oct. 3 issue of U. S. 
News, the Metropolitan Life Insur- 
ance Company headed its advertise- 
ment with “Correct again, Noah 
Webster.” 

But perhaps this double invoca- 
tion of the revered Noah’s aid, 
merely’ proves a fundamental of 
advertising—that “repetition means 
reputation.” 

J. B. WILSON, 
St. Louis, Mo. 


Seeks National 
Bowling Meet 


To the Editor: A small item 
appearing in an early April issue of 
ADVERTISING AGE 
to a nationwide Ad Club Bowling 
Tournament. One of the first to 
respond was the Peoria Advertising 
and Selling Club with the outcome 
a home and home match with the 
Chicago Ad Club League. 

The first match at Chicago last 
April was won by the Chicago boys 
12 to 3, but the tables were turned 
when the Chicago Ad Club brought 
four teams to Peoria, Sept. 27. The 
local boys, aided by an efficient 
handicap system, took the tourna- 
ment 7 to 5 at the Playdrome Alleys. 

After the bowling, the two clubs 
were wined and dined on steamed 
clams, chicken and vegetables, with 
liquid refreshments filling in be- 
tween bites. 

The trophy donated by the Chi- 


last year will be kept in Peoria 
until the next meeting. Two 
humorous trophies made by Kirby 


KEEPING SCORE 


Brass hats of two ad club bowling 
leagues get together at Peoria before 
the cameraman of the Peoria Journal- 
Transcript. Left to richt, George C. 
McNutt, president, Peoria Ad Club Bow!- 
ing League; J. C. Willem, immediate 
past president, Chicago Ad Club Bowl- 
ing League, seated; Eugene Zimmerman, 
vice-president, Peoria league, standing 
in back; A. H. Frisch, secretary, Chicago 
league, and Dick Griesser, secretary, 
Peoria league. 


recent 


asked for entries | terested 


ADVERTISING AGE 


ACCENT IS ON MR. WEBSTER 


We've revamped your definition, Mr. Webster 


OWENS-ILLINOIS 


: 


“Correct again, Noah Webster!” 


Noah Webster, lexicographer No. | in these United States, affords copywriters 
much to consider in more ways than one as these two recent advertisements 


indicate. 


The one on the left appeared in Time, the other in U. S. News. 


Jeneson, secretary of the Peoria Ad 


said, | “'U were given to J. C. Willem 


and A. H. Frisch. 


It is the sincere wish of both 


| bowling leagues that this home and 
|home series will be the beginning 
| of 


an annual national AFA Bowl- 
ing Tournament. 

It is my thought that this story 
might be of interest to the many 
readers of your publication and also 
may create enough interest in some 
other ad club for them to send a 
bowling team into this tournament. 

EUGENE E. WEYENETH, 
Publicity chairman, Peoria Ad- 
vertising & Selling Club, Peoria, 
Ill. 


vy v 
Takes Edge Off 
Busy Agency Welcome 
To the Editor: You may be in- 
in seeing the 
message which visitors find in our 
reception room. It was designed to 


. 


cago Club and retained by that club | 


| 


take the edge off the slightly fre- 
netic manner in which we, in com- 
j}mon with most concerns just now, 
‘tend to operate. 

As 


originally conceived by our 
third vice-president in charge of 
details, the message was a bit on 


the pompous side but the boys ran 
it through the office wringer and 
took the buttons off. 

The folders are available in a 
“Help Yourself” box and the beauti- 
ful hand-painted original by John 
Averill hangs on the wall. Critics 
have acclaimed the aptness of the 
graphic portrayal of an agency man 
in the throes of hyperhidrosis. 

JACK PICKERING, 

Production Manager, Howard 

H. Monk and Associates, Rock- 

ford, Ill. 


All Edgeworth 


Letters Voluntary 

To the Editor: In “Voice of the 
Advertiser” your issue Sept. 8, I 
noticed a letter from T. B. David- 
son, of the sales department 
Larus & Bro. Company, Richmond, 
Va., maker of Edgeworth smoking 


tobacco 


Welcome | 


of 


From Mr. Davidson’s letter I 
gather that he was gently chiding 
you for suspecting that a recent 
letter from a pipe smoker published 
in an Edgeworth advertisement was 
not genuine. 

Looking back in your 
issue I found the answer in your 
Ad-libbing department, There you 
had stated that you did not know 
whether the letter from a certain 


Aug. 25 


G. F. Fleming Roberts, of Indian- 
apolis, Ind., was “real or imagi- 
nary.” 


In this connection may I add my 
testimony to Mr. Davidson’s as to 
the policy of Larus & Bro. Company 
in regard to letters they receive and 
use in their advertising. 

For about 20 years it was my for- 
tune to be the account executive 
for Larus & Bro. Company with 
George Batten Company and later 
with Batten, Barton, Durstine & 
Osborn. For something like a dozen 


in 
was 


ments 
letter 


the magazines. Every 
a voluntary expression 


\from a pipe smoker and none was 
ever used in advertising without the | 


consent of the individual who wrote 
it. Furthermore, no letter was ever 
paid for in any way. Just the same, 
it was rare indeed when consent 
was not promptly forthcoming for 
the use of the letter. 
STARLING H. BUSSER. 
Pittsburgh, Pa. 


v v v 
Fifth Columnist? 
I noticed that the | 
editor | 


To the Editor: 
Herald Tribune’s makeup 
gets a perfect pyramid effect, but 
he places a gin bottle right over the 


PARK « TILFORD 
/ RESERVE \ 


ee | howd 


judge’s head and a whisky bottle 
right in the court room. 
Do you suppose that the Anti- 


Saloon League has a fifth columnist 
at work here? 
A. J. FEHRENBACH, 
Practical Builder, New York 


v a 
Stanley Feels Sad 
To the Editor: I feel very sad. 
There is no use, nor anything. Even 
in advertising. For in your Sept. 
22 issue you quote one of your dis- 


a Es fy a 

ce & ie | nae, % se 3 4 
“ee tree 
ge 2 er og Day, 


Coast, 


Vice-President 


tinguished Southwestern readers as | 
| writing: 
| know 
la railroad... 


“What I would like to) 
is if the Milwaukee Road is| 


” | 


As a lad who grew up in the good | 


old Northwest, who knew the com- 


fort and prestige of those early) 
Milwaukee 72-hour trains to the| 
who enjoyed them even| 
when riding on the tender or “blind 
baggage,’ and who later came to 
know the late President Earling and | 
Bush of the Mil-| 
waukee’s spacious Chicago Offices, | 
that allergy to the famous old Mil-| 
waukee Road really hurts. It hurts | 
my pride in advertising something | 
terrible! 
HARRY STANLEY, 


Account Executive, Ketchum 
MacLeod & Grove, Pittsburgh. 
— aw 


Chessie’s Nip? 

To the Editor: Perhaps the make- 
up man of the Sept. 30 Dayton 
Herald infers that Chessie, the 


SEDATIVE 


NO CAFFEIN 


Ad 
SLEEP LIKE A ] (korres 


Tha DICACIIDE 


. 
years letters from pipe smokers were | The Deyten Marans matey mee pee 


published in Edgeworth advertise- | 


vides Chessie with a beverage. 


famous Chesapeake & Ohio feline, 


took a nip of Hires before retiring. | 


Plausible? 
H. H. HuTZLer, 
Hutzler Advertising, Dayton, O. 


—— 


CANADIAN TAXES 
& 


ATTENTION 
Income Tax Payers 


Your first installment on 1941 Income Ta 
is due this month -- if you wish to pay by 
the Government Monthly Payment Plo 


providtd you make your 
HERE IS HOW TO GET THE BENEF! 
OF THE MONTHLY PAYMENT PRIVILE( 

‘ F mn 


aT 
th. 
“ 


wu will he 
aed om ei 


is on the people of Canada as a resu 
ats the above plan as the 

and co hod of meeting your incom 

ncome Tax Office tor tn 


o ns A taller 
Income Tax Remittance Form 


START NOW TO PAY YOLR 


_ INCOME TAX OUT OF INCOME 


Cw @ GIBSON, cF GiusoTrr 
Viemeater af Neteama! Rowena — 


Com 


In Canada, monthly payment of incor e 
taxes is being urged in paid advertising 
placed by the government. 


Pay Taxes Monthly 

To the Editor: We read wiih 
interest your editorial headed “Py 
Income Taxes Monthly” in 
Sept. 29 issue. 

We have just released for 


y’ 


|/Dominion Government a campaivn 


in this connection, and enclose 
couple of the current ads. We also 
used spot broadcasts over the CBC 
network. 


T. H: Dear, 
Russell T. Kelley, Ltd., Hamil- 
ton, Can. 


v 


Should Have Been 
Philadelphia 

To the Editor: You err in you 
issue of Sept. 22 in an article on 
page 18 when you designate that 
Benjamin Eshleman Company is in 
Pittsburgh. 

The article 


. YF 


on Pennsylvania's 


| industrial advertising was an excel- 


lent description of an _ excellent 
operation. We are sorry that it is 


| 
|marred (for us) by the error in 


designating our address. Correct 
addresses are always helpful, some- 
times necessary, but maybe you wil! 
do something about it. 
J. D. SPILLAN, 
Executive Vice-President, Ben- 
jamin Eshleman Company, 
Philadelphia. 


a8 


This is a ba oon. 


It is not a child’s, unfortunately. 
It is part of war. 
That will not stop Santa, though! 


SMileage is on 
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See Esquire’s ad on page 25 
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RESUMES DRIVE shall, advertising manager. Ted ts|Opens Cranberry Farm & Ranch, Kansas City Weekly Sian New Rates 


- Bates directs the account. Star, Nebrask a Farmer, Prairie Tr tahies Disp! a 

wae Cam ai n with Farmer, Wallaces’ Farmer & Iowa | | ante’ hare icmamennind it — sso 

NOW BUY THE BREAD Adds Bray, Thomas Pp g a and Wisconsin Agricul- ‘ule of rates for theatrical advertis- 

] urist & Farmer. ing. A sliding scale will automatic- 
Wilson C. Bray, previously head | ing. A sliding sca u 

of the chain store yatta ae MB of | Larger Budget Featured throughout the Eatmor |ally entitle advertisers to lower 

B. F. Goodrich Company, Akron, | New York, Oct. 9.—With an ap- Campaign will be a new 40-page | rates and credit rebates after speci- 


has been named general sales man-| propriation considerably larger than |C°OK book. Batten, Barton, Durstine fied time-periods. 
ager, and Odin Thomas, formerly | jast year’s expenditure of $75,000 in | & Osborn is the agency. FO 


jgeles petsonnel manager cf Iron newspapers and magazines, Amer- aa Gets Insurance Accounts 
Ihas been named sales training man-| ican Cranberry Exchange * will) Adds Strecker, Hamilton mecwich Union Fire iamaranee 
ms : Salts We gm ones, te eheeral eomatnte Sixes Society, Norwich Union Indemnity 
lager of Ferguson-Sherma Mf aunch its seasonal campaign this Re ‘ ere Ps : : 
bi hci 8 sates lon — eek i 180 ik hi 0) Newspaper Advertising, New |Company, and Eagle Fire Company 
Corporation, Dearborn, Mich. } week in 0 newspapers in 166 York, has appointed George O. of New York, all in New York have 
’ —_—_— cities, to be followed by insertions Strecker as Western manager and | a . larry rk. , 
“ A _ as i appointed Harry A. Berk, New 
Because it’s Slo-Baked Allows Cash Discount in The American Weekly, Family |added William T. Hamilton to the | York, to direct advertising. 
for Lasting Freshness — Circle, This Week and Woman’s| New York staff. Mr. Strecker was 
Baked 13% longer = 


Maynard Boyce, Inc., Los Angeles, | p mae formerly on the Western advertising | " . 
mettle ’ , Agen ’ S€'€S,| Day. Chain break announcements y on the : 2 Saves tee! ae Kim 
pape be te yt on ‘has announced that for the first wilt in ie eee on adic aa staff of the Chicago Tribune, while | atchabelli to ball 


—~ ——~ hai = eae! = time in the history of transit adver- Mr. Hamilton was formerly in| Prince Matchabelli, New York, 


H ~ <we pt = oe i - - ~ ; . 
:- meccemncene Semone Stee |tising in Southern California, a two oa. ; 7 , charge of new business at Topping| perfumer, has appointed Abbott 
=== jper cent cash discount will be Farm papers to be used include ® Lloyd, Lennen & Mitchell, and|Kimball Company, New York, to 
- === allowed on space billing. | California Citrograph, The Farmer,| Lord & Thomas, New York. direct its advertising. 


lal =U FRESH WONDER BREAD 


Continontel Baking Company is resum- | 
ing Wonder bread promotion with 
weekly newspaper copy like this. 


Wonder Bread 
Drive Reopened 


Ay, 
by Continental Ore 
Yea ™ 


New York, Oct. 9.— Following | 
cessation of advertising during the | 
summer months, Continental Bak- | 
ing Company today resumed pro- | iT; 
motion of Wonder bread in a cam- | 
paign in 80 newspapers throughout | tf) 
the country with the exception of | ue 
a part of the West Coast. The sched- «a 
ule includes newspapers in prac-| 77) 
tically every section where Conti- 
nental bakeries are located. 


Copy is built around the “fresh- | St, bd 
ness” theme, with Wonder bread In 
described as “doubly fresh because eo 


it’s slo-baked.” In comparison tests 
made by “over 600,000 women to 
date,” Wonder bread is said to have 
been chosen “the one best bread 9 | 
to 1—best for fresh flavor, aroma 
and texture.”” Future copy will 
also emphasize the necessity of The Marche Militaire without fortissimo? 
fresh bread for the sandwiches that 
go into lunch boxes of schoo! chil- 
dren and workers. Planned to con- 
tinue for five weeks, insertions will 
be on a weekly basis. 

The newspaper program will be | 
supplemented by 24-sheet posters | 
and the current half-hour radio | 
program, “Maudie’s Diary,” aired | 
over 51 stations of the Columbia | 
Broadcasting System. | 

Continental’s advertising of Staff | 
bread has been extended to the | 
West Coast where 15 newspapers | 
are currently on the schedule. No | 
expansion of Staff promotion is con- | 


A national magazine schedule without The New York Times Magazine? 


HA! 


templated for the remainder of the | ill : : 
oa peat > fee Ginette. | “ wil a ‘ i | Because The New York Times Magazine has what it takes to 
wt tl ZS an i a put your advertising in tune with sales: 
we ‘wilt vil Hh ; —— 
‘il —a national distribution of over 800,000 above-average- 


— y 


sill ', | income families. 


wil ii pn < | i un \ iil ult Hl 4 ! 


eM ' 

wil Hii We wll i | 

ffi im wala 
i , il it 


Hill i | 
, ale ‘/ iG | Mi 
. | ip a 


200 


pynamit — concentration among the families that do the biggest 
SUBJECTS 


buying in New York, the world’s biggest and busiest mar- 


ket, where bigger sales opportunities demand more in- 


\ 
Wid iil 
WM Hl hh e 

HNN tensive coverage. 


— distribution in other rich urban buying centers — over 
10,000 cities and towns all over the country. 


—a women’s appeal news background... more “home- 


making” news in a month’s issues than in leading women’s 
service monthlies... human interest in articles... visual 
interest in pictures. 


— proved selling power... the influence of America’s 
leading Sunday advertising medium. 


Improvise Humoresque if you will. Play the Marche pianis- 


A 4 simo if you must. But for profit’s sake . . . be sure The New 


iil iit Nill York Times Magazine is on your magazine list right now! 


STOCK PHOTOS 
KAUFINIANN FABRY 


SS. WABASH AVE. CHICAGO 


FOR PHOTO LIBRARY 
2000 SUBJECTS 
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Sim plification Adds Norman Sanger ‘Seeks False Ad Source Starts Battery Drive Gets Insurance Account Re 
Norman H. Sanger, formerly an} Lou Bauer, Cincinnati Ford The Electric Auto-Lite gah Talbot —, & He ay 4 York " 
Wi po advertising and sales executive with | dealer, is currently running an ad- advertising program will e the/insurance underwri er, nas ap. ha: 
ins Sup rt the Valvoline Oil Company, Cin- vertisement in Cincinnati news- | largest in its history and will md | ggg ony vs an yoy An 
cinnati, has joined Wheeler, Knight | papers offering $500 reward for the clude a farm paper campaign with to direct its advertising anc ' the 
of Jesse Jones and Gainey, Columbus, O., as ac-| arrest and conviction of persons | dealer listings. The theme of the|of its subsidiary, Universal I: % ele 
Washington. D. C.. Oct. 7 If | count executive. responsible for the placement of an campaign Is “Why guess when ex- | ance Company, New York. we 
s ~ — f ’ Cumeenes Te oh H Sa unauthorized advertisement in the) perts specify sa nt peg dae pe 
secretary 0 O “rCce Jesse . % ; ; ; . , “tic . vet - . > ‘ "jec’ ~ , . . 
‘ Cincinnati Enquirer. The advertise- and features the batteries’ use by To Give Desi Cours As 
Jones has his way, the same in- Gets Bottle Account ment, which appeared in the classi- |transoceanic clippers as — -” Paul Rand eM = Co 
genuity which has made American Benjamin Eshleman Company, fied “Help Wanted” section, offered autos. The farm paper schedule signer, will conduct a new « | De 
industry the envy of the world will Philadelphia, has been named by Salaries of $35 per week and com-| supplements a magazine and busi- is adveeticinn Goslam ter the A ret 
be devoted to the elimination of the a stone Com division of Crown | ™!ssion to 12 Jewish and six colored ness paper campaign. Ruthrauff & aa Advertising Guild New : cas 
non-essential models, sizes and Cork & Seal Company, Baltimore, Salesmen. A check of the news- Ryan, Detroit, directs the account. vostuninn Oct. 17 at Guild 
types of products in order to aug- to direct the advertising of its are pag a og a oe quarters, 33 E. 27th street. H 
ment the suply of scarce defense | Crowntainer, an all-stee] bottle. was telephoned in. J ° B. C. Rail ( 
a: "me ¥ ae ee Issues New Rate Card 
Like Donald M. Nelson, executive ° P . 100th Editi J. Norman Robertson, formerly | eer Sund ; ma 
director of Supply Priorities and Takes Over Rival rints on publicity and press representative | | Evening Star- wre -# tar, \\ po! 
Allocations py rd and priorities Badger Electrotype Company has The Pittsburgh Sun - Telegraph for Odeon Theaters in British Co- ington, Ys c., ~~ . t. vhich nal 
; on ak he juc ~ taken over the personnel and equip- has issued its centennial edition, a lumbia, has joined the publicity de- card, effective Je » oe which cor 
a a Se eres — ment of American Electrotype Com- | 128-page issue carrying more than | partment of British Columbia Elec- | vides for an increase of 10 pe: act 
Management, Mr. Jones is pushing pany, both of Milwaukee. 175,000 lines of advertising. tric Railway Company, Vancouver.!in line rates. vel 


governmental simplification efforts 
and soliciting cooperation by busi- 
ness. In order to cooperate more 
fully in OPM’s simplification and 
conservation program, the Com- 
merce Department has approved 
the transfer of two Bureau of 
Standards experts to OPM and 
named a representative to serve as 
liaison officer between Commerce 
and defense agencies tackling the 
problem. 


Ely Named Chief 


E. W. Ely, chief of the division 
of simplified practice, and Robert A. 


Martino, of the bureau’s codes and | 


specifications section, are the men 


shifted to OPM. Robert F. Martin, | 


chief of the division of industrial 
economy of the Bureau of Foreign 
and Domestic Commerce, has been 
designated liaison officer. 

In announcing the intensification 
of simplifications efforts within his 


orbit, Secretary Jones called atten- | 
tion to the fact that “in many in-| 


stances a manufacturer or a 
tributor may do as much as 80 per 
cent of his business on 20 per cent 
of the varieties in which a specific 


dis- | 


commodity is carried in stock and} 


offered to the public.” The re- 
maining four-fifths of the varieties, 


according to Mr. Jones, “add to the | 


expense of distribution, run up the | 


inventory, slow down the turnover, 
tie up needed funds, and take up 
valuable space.” 

Calling the simplification pro- 
gram “a challenge to both govern- 
ment and industry,” he promised 
that no arbitrary changes will be 
ordered and that simplified practices 
will be worked out by conference 
table methods with representatives 
of industry. 


Kastner Heads Havana 
Cigar Promotion 


| 


| 


} 


Donald E. Kastner, formerly East- | 


ern supervisor of the 
Prune Growers 
been appointed to direct sales pro- 


motion in New York of the Havana | 
He has also} 
been associated with the California | 


Tobacco Commission. 


Fruit Growers Exchange. 

The commission, an organization 
sponsored by the Cuban govern- 
ment to promote the sale of Havana 
cigars in the United States, is plan- 
ning to renew magazine and busi- 
ness paper advertising in the near 
future. Joshua B. Powers, New 
York, is in charge. 


California | 
Association, has! 
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FEDERAL WORKS AGENCY 


JOHN M. CARMODY, 
FEDERAL WORKS AOMINISTRATOR 


LOUIS A SIMON 
SUPERVISING ARCHITECT 


PUBLIC BUILDINGS ADMINISTRATION 


WwW. E. REYNOLDS, 


COMMISSIONER OF PUBLIC BUILOINGS 


NEAL A MELICK 
SUPERVISING ENGINEER 


APPROVED 
NN. S. THOMPSON T. Cc. BROOKS 
“sie CHIEF OF CHIEF OF 
MECHANICAL STRUCTURAL 
ARCHITECTURE ENGINEERING ENGINEERING 
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Re-elect B. A. Patterson 

The Publicity Club of Chicago 
has re-elected Buell A. Patterson, 
Am rican Air Lines, president for 
the coming year. Other officers 
elec'ed are R. E. Borden, Common- 
weo th Edison Company; J. S. Dun- 
come, Merchandise Mart, and Fred 
Ash'iey, Chicago Association § of 
Commerce, vice-presidents; Fred 
Det’ nar, Chicago Motor Club, sec- 
ret - and Fred G. Heuchling, Chi- 
Park District, treasurer. 


café 
Heads Award Committee 
pal Ahern Kelly, advertising 


maniger of Capital Finance Cor- 


pol yn, Columbus, O., has been 
nam ad chairman of the national 
com jittee on awards for club 


achii vement sponsored by the Ad- 
yert\sing Federation of America. 


Two Name DuMahaut 


L. J. DuMahaut Advertising Com- 
pany, Detroit, has been appointed 
to handle a radio campaign for the 
Detrola Radio Corporation, consist- 


ing of a last-minute news broad- 
cast, just before midnight, over 
Wwd. 


The DuMahaut agency is also air- 
ing a test campaign for Skoal Min- 
eral Water. This runs on Happy 
Joe’s program over CKLW. A new 
product, Skoal is used either as a 
mineral water or as a drink mixer. 


‘Davis to La Plant-Choate 


Ned T. Davis, formerly in the 
production department of Fleming- 
Potter Company, Peoria, has joined 
the advertising department of La 
Plant-Choate Mfg. Company, Cedar 
Rapids, Ia. 


“What's New” Follows 
Trend in Rate Card 


What's New in Home Economics, 
Chicago, has issued its rate card 
No. 9, which follows the prevalent 
trend in advancing rates, shortening 
of contract periods to three months 
after January, 1942, and restoring 
the two per cent cash discount. 

New rates for the business paper 
show an increase in price from $410 
per full page to $465. Circulation 
guarantee remains the same. 


O’Brien Named by Utah 


Frank O’Brien, formerly with the 
editorial staff of the Salt Lake Trib- 
une and previously with Gillham 
Advertising Agency, Salt Lake City, 
has been named publicity director 
of the Utah department of publicity 
and industrial development. 


Adds Muehlhausen Spring 

Carter, Jones & Taylor, South 
Bend, Ind., has been appointed to 
direct the advertising of Muehl- 
hausen Spring Corporation, Logan- 
sport, Ind. Paul A. Fergus is ac- 
count executive. 


Starts Whisky Drive 

Gordon O'Neill Company, Jersey 
City, has started an extensive news- 
paper compaign for its Baltimore 
Club whisky in New York City and 
upstate dailies. H. C. Morris & Co., 
directs the account. 


Granted Tele Permit 


Earle C. Anthony, Inc., operator 
of KFI-KECA in Los Angeles, has 


been granted a television permit. 
The transmitter will use the call 
letters KSEE. 


ist photos of nation’s largest Defense Housing project...covering 1,000 


res... providing 3,000 dwelling units for San Diego aircraft workers... 


omplete with stores, schools, bank, post office and community center. 


ministration. 


Louis A. Simon, F.A.1.A., 
Supervising Architect of 


the Public Buildings Ad 


(14,746 architects, 


designers and 


The largest architectural audience in America 


draftsmen) 


will study with exceptional interest the November 
issue of Pencil Points. For in November, this 
architect-preferred magazine will present a 
selective study of U. S. Defense Housing — the 
$340,927,474 government program being handled 
by architects, which today represents the biggest 
single activity of the architectural profession. 
Unless you are in the November issue you will 
miss a big chance to present your product to archi- 


tects for Defense Housing. Unless you are steadily 


advertising to the architectural profession (which is handling the great 
bulk of a// defense projects) you are missing the biggest current sales oppor- 
tunity, and the most important insurance for the post-war scramble to 
come. And unless, like 4 out of 5 of the largest advertisers in the architec- 
tural field, you are giving fop place to Pencil Points, you are missing out on 
at least Aa/f the full specifying power of the architectural office—private, 
government and industry. Don’t forget—only Pencil Points reaches both 
the aichitects of today and the architects of tomorrow. Only Pencil Points 
gives you full coverage of architects p/us over 5,000 designers and drafts- 
men—the largest professional circulation available to advertisers. 


In the last 2'4 years Pencil Points has 
gained 1,859 architect subscribers, 
while Architectural Record gained 55 
and Architectural Forum lost 128. 


In the last 24, years Pencil Points has 
gained 302 pages of advertising, while 
Architectural — 
Architectural Forum gained 122. 


Record lost 163 and 


AT ee ee 


Examining the scale model 
ot | inda Vista projec - the 
planning staff of the Public 
Buildings Administration. 
Left to right: V. Villemain, 
Assistant Site Planner; 
S. E. Sanders, Chief Sire 
Planner; G.S. Underwooa, 
Consulting Architect; 
Fk. P. Albright, Architec- 
tural Designer; C. D. 
Persina, Architect; H. k. 
Zuppinger, Administra 
tion Assistant to Consult- 
ing Architect. 


PENCIL POINTS 


LARGEST PROFESSIONAL ARCHITECTURAL CIRCULATION 


| the idea. 
| $1 to $2 for each man in the audi- 
| ence 


Agencies Cool 
to Sponsored 
Service Shows 


New York, Oct. 9.—Despite the 
fact that the War Department last 
week placed its stamp of approval 


on commercially-sponsored shows 
in Army and Navy camps _ by 
“responsible advertisers,” agency 


executives who have been discussing 
such projects with the Citizens 
Committee for the Army and Navy 
indicated they were lukewarm on 
the proposal, citing the high cost of 
such offerings as the chief stumbling 
block. 


This 


attitude was disclosed as 
R. J. Reynolds Tobacco Company 
announced plans to expand its 


“Grand Ole Opry” units from 
Southern camps to the West Coast 
These shows, directed by Wm. Esty 
& Co., are not broadcast but are 
presented in person to camp audi- 
ences. 

The possibility of lining up other 
advertisers was discussed a few 
weeks ago in Washington at a meet- 
ing arranged between the War De- 
partment and agency executives by 
the Citizens Committee. According 
to agency men who attended, only 
three of the 20 agencies repre- 
sented showed any enthusiasm for 
Costs running as high as 


were mentioned as making 
widespread participation by adver- 
tisers problematical. 

Another factor which complicates 
the situation still further was a spe- 


| cific pronouncement by Army and 


Navy authorities as to what will and 
will not be permitted in the way 
of commercial promotion. Some 
light on this angle was shed by the 


, Citizens Committee, which declared 


that any presentations offered by 


‘advertisers must be “topnotch visual 


entertainment,” and added: 

“No charge will be allowed for 
any of the shows offered and the 
amount of advertising permitted, 
while ample as a return for the 
expenditure involved, will be 
limited in character and extent so 
as to be incidental and inoffensive 
to the audience.” 

“Commercials” on the Camel 
shows have thus far been limited 
to posters on the stage and distri- 
bution of cigarets to the audience. 
According to the Esty agency, no 
plans have been formulated for 
expanding the promotional phase of 
the “Grand Ole Opry” units. 

Other agency men _ pointed out 
that the War Department is ex- 
pected to issue a more specific edict 
on the commercial angle and until 
some clarification is received it is 
unlikely that recommendations will 
be made to clients. 


Releases MBS Book 

Mutual Broadcasting System has 
released its two and one-quarter 
pound sports review, titled “From 
the Bottom Up” to its advertisers. 
Included between pages that tell of 
the network’s success in sportscast- 
ing are pop-ups which fold out to 
convey their stories. 


| COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KF 


WICHITA 
KANSAS 
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Bond Named Space Buyer 
Helen F. Bond has been appointed 
space buyer of Cowan & Dengler, 
New York, to replace Arthur J. 
Wunder, who has been called for 
military service. Miss Bond was 
formerly secretary to Stuart D. 
Cowan, president of the agency. 


Paper’s Name Changed 


First issue of Electrical Equip- 
ment, 
has been launched. The new pub- 
lication was announced recently as 
Electrical Equipment News, but the 
word “News” has been dropped 
from the title in order to avoid 
possible confusion with other papers 
in different fields. 


(DEADLINE GHOSTS 2?) 


Say “RaiLway Express” and they'll 
vanish before RAILWAY EXPRESS 
“the service that speeds up speed.” 
Perfect for plates and all kinds of 
advertising and printing material. 


For super-speed use AIR EXPRESS 
3 miles a minute. 


RAILWA XPRESS 


AGENCY Inc. 


New York, dated October, 


likely. Prospective buyers are re- 
minded by the novel voice that 


See Enhanced fewer cars are now being built, 
because of defense restrictions, and 
Use of Sonovox the horn advises tunefully: “Better 
buy one you know will last. See 
your Buick dealer now.” 

: ° | The Sonovox, developed in Holly- 
in a 10 rograms | wood by Gilbert M. Wright, screen 
jand fiction writer and one-time 
° ° |physics instructor, came into being 
Wright Invention Al- after he discovered that the sound 
rH of his whiskers being shaved off was 
ready Being Used oa beeen through his throat and 
Advertisers emerged through his open mouth. 
Mr. Wright perfected a method of 
Chicago, Oct. 8—wWith Buick \enlarging the vibrations from a 
leading the way, and more than a|phonograph record so they would 
dozen other major advertisers just | actually cause the human throat to 
about ready to sign on the dotted | vibrate. The Sonovox gives human 
line, Wright-Sonovox, Inc., looked| word - forming organs — palate, 
forward this week to rapid spread- | tongue, teeth and lips—to any sound 
ing of its invention, the Sonovox,| which can be played through a loud 
in radio. speaker. The principle may be 
The voice of a Buick auto horn | used, for instance, in adopting the 
is being used to carry the famous} actual buzz of a fly for the com- 

message, “Better Buy Buick,” and|mand: “Quick, Henry, the Flit!” 


other company appeals to radio Makes Sounds Speak 
listeners in spot announcements 

over 47 stations in 33 cities. The| Major emphasis is placed on the 
actual tone of the horn itself is|fact that the Sonovox can make 


used to carry the words of the 15-|sounds speak, inasmuch as radio is 
second spot announcements, which|based on sound. First widespread 
first went on the air Sept. 29 and|use of the patented device is ex- 


' Boy, is that a hot shot 
, on A. B. Dick, Jr.! 4 


oh 


Oh Man! What a pip 
“ on Otto Schnering! 


\ NATION-WIDE RAIL-AIR SERVICE are to run through Nov. 3, with| pected in spot radio announcements, 
renewals optional and considered! according to Jack Ross, director of 


| That’s a beaut about . 
Elmo Roper and | 
Doug Stewart! on 


Gee, they sure got 
_ — Homer Buckley dead 
BY to rights! 


Eg 
a 
zg 


Why those !/-x,X!?". 
They can’t do that to me! 


~ 


",  Ho-Ho. are Phil 
‘Thomson and 
° . Ray Schaeffer 
going to burn! 


ON’T think we can’t do that to you, brother! You’re down in the 
pages of ADVERTISING ACHE for whatever we think about you — 
and we don’t like anybody. 


ADVERTISING ACHE will be passed out at the annual Advertising 
Gridiron Dinner in Chicago on October 15, and many of the guests will 
pass out upon contact with its contents. Extra copies of this libelous 
scandal sheet will be available at $1.00 each (profit to go to the 
Northwestern University Scholarship Fund). No matter where you live, 
or whether you attend the dinner, if you want the lowdown on the higher- 
ups in advertising — from the rain-kissed slopes of California to the barren 
wastes of Manhattan—you’ll have to have at least one copy. 


There will be a limited edition and no reprints. Write now, not later, for 
your copies, to the Advertising Men’s Gridiron Dinner Committee, 
340 Hotel Sherman, Chicago. 


6 PPS. ate 


ee =i 


The second annual Gridiron Dinner (attendance 
by invitation only) is staged during Advertising 
Week—October 13 to 18—when the ABC, Agricul- 
tural Publishers Association, Inland Daily Press 
Association, Newspaper Advertising Executives, 
Advertising Specialty Association and others 
convene in Chicago. 
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| Inc., 


production for the new corporation, 
which was formed by Free & Peters, 
radio station representative 
with which it is closely associated. 
“All users of commercial spot an- 
nouncements naturally are inter- 
ested,” Mr. Ross pointed out. “About 
15 of the biggest advertisers in the 
country are included on the present 


schedule and many others 


are in| 


line for use of the attention-getting | 


‘put them in 
| clothes.” 

Through the Sonovox, any desired 
‘sound is transmitted through the 


Sonovox. Many have their sales 


new, compelling 


ideas already worked out; we just} 


‘throat ef a person who articulates | 


the identical sound into any words 
| he wishes by silently manipulating 
|his tongue and lips. The day is not 


too far distant when a well-modu- | 


|lated cow’s voice will be delivering 
|commercials for some brand of 
milk. Humming auto motors may 
be used to “speak” words of praise 
for certain oils. 
ity will be called upon to depict 
the sounds of such varied things as 
|swirling trout streams and grease. 

| Mr. Ross left Beaumont & Hoh- 
man, Chicago advertising agency, 
|recently to join the new corporation, 
| which has its national headquarters 
at 180 N. Michigan ave. Previously 
‘he had spent 10 years with NBC 
‘in acting, writing and production of 
radio. The company also plans to 


Producers’ ingenu- | 


jadd to its growing staff an experi- | 


enced organizer and manager of | radio network programs. 
“AY-| priorities prevented the manufac- 


| ° 
|sales and produc‘ion efforts. 


a 


ARTICULATOR 


Adelaide Gerwig demonstrates how 
voice sounds are introduced in the ue 
of the Sonovox. 

Defe: e 


| ticulators” are being trained in both ture of enough equipment to permit 


|Chicago and New York to use the|the 


Sonovox. 


Useful on All Programs 


attention 
full 


draw 
/next 


major 
few months, 


| ments are being carried an average 
,of five times daily over each station 
‘on the list. Officials are enthusi- 
jastic over use of the new device 
|because it helps get over the tone 


licensing of individual radio 


|stations for use of the invention but 


| the 


company plans eventually 
|grant such licenses. Network sho 


While spot radio probably will | probably will see increasing use of 
during the/|the 

programs | Performance 
‘also are expected to make use of| licensed now for specific radio uses 
|Sonovox. Buick’s current announce- | of ) 


acoustic 
rights 


development 
are being 


unique 


sound effects articulated int 
|sales messages. Words and slogans 
can now be carried on sound effects 
long identified with famous prod- 
'ucts—a feature which has caught 
\the fancy of advertisers as well as 


of a real Buick horn and at the|broadcasters and agency men. 
same time—before the listener can | a 


‘tune it out—gets over the Buick 
|sales message. 

| With this new, so-called “talking 
|}sound,” it is predicted, a new field 
of entertainment can be opened up 
jin radio, the movies, theaters and 


‘on the concert stage. The Sonovox 


Prints Wine Book 


L. N. Renault & Sons, Egg Harbor 
|City, N. J., has issued a 20-page 
booklet on its wines, to provide a 
link between radio and _ national 
magazine copy. Gray & Rogers, 
Philadelphia, Renault’s advertising 


i has already been employed in two/\agency, planned and wrote the 


motion pictures and on a 


pair of! booklet. 


| This is Santa. 


He faces opposition. 
But he’ll come through. 
SMileage will do it. 


Yule see! 


—— Sa 


~2e-svece-a 7 


See Esquire’s ad on page 25 
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Gives Television | 
Industry Plan to 
Lift Priorities 


New York, Oct. 7.—Instead of 
sitting back and allowing priorities | 
to delay expansion of commercial | 
television “for the duration,” the | 
industry should force the lifting of 
these priorities by developing its 
potentialities as a propaganda me- 
dium, according to Norman D.| 
Waters, president of Norman D.}| 
waters & Associates. Speaking at| 
the opening fall meeting of the| 
American Television Society last 
week, Mr. Waters asserted that once 
the industry showed the government 
what it could accomplish toward 
advancement of the national de- 
fense program, priorities would | 
soon be placed in its favor, rather 
than against it. Programs built 
ground the theme of first aid, 
demonstrating the proper applica- 
tion of bandages, splints, and care | 
of injured in general, were cited as 
concrete examples of what commer- | 
cial television could do in _ 
direction. 


Myron Zobel, president of Tele- 
cast Productions, discussed some of 
the difficulties encountered in sell-| 
ing television shows to advertisers | 
and agencies, due to lack of certi- | 
fied figures on the distribution of 
television sets and types of owners. 
He urged greater cooperation from | 
commercial television § stations in| 
gathering and distributing data of 
this type. He also recommended | 
that television drop the 13-week | 
contract period, borrowed from | 
radio, making it possible for adver- | 
tisers with limited budgets to get! 
programs started now and expand 
with the industry. 

Mr. Zobel strongly advocated the 
creation of a television workshop to 
train people for the production end 
of the business. The present situa- 
tion of an industry with a $25,000,- 
000 investment being able to muster 
only seven competent producers 
was termed “pitiful.” 


Washing Machine 
Standards Explored 


A committee of the American 
Standards Association, formed at 
the request of Harriet Elliott, as- 
sociate administrator of the Office 
of Price Administration, has agreed 
unanimously to recommend that 
manufacturers designate washing 
machine capacity in terms of 
“pounds of dry wash” in the place 
of the various methods now in use. 
Final standards developed by the 
committee will be recommended 
later for promulgation by ASA. 
The committee is also consider- | 
ing the possibility of simplification 
in the manufacture of washing ma- 
chines and ironers. OPA plans to 
poll manufacturers on estimated | 
savings in scarce materials which | 
ould be effected if the number of 
basic models were limited. 


Nakser Enlarges Space 

Frank C. Nahser, Inc., Chicago | 
dvertising agency, has taken larger | 
‘space in the Palmolive bldg., 919 | 
‘.. Michigan avenue. 


= 


1000 Ww 980KC 


Busic NB C Blue 
An H. C. Wilder Station 


Represented by Raymer | 


NBC Blue Adds 2 


Station KQV, Pittsburgh, 
WCBM, Baltimore, was welcomed 
to the National Broadcasting Com- 
pany’s Blue network with a special 
half-hour program on Oct. 1, from 
9:30 to 10:00 p. m., EST. 


Bryan Leaves KTSA 

William C. Bryan, formerly pro- 
gram director of KTSA, San An- 
tonio, has resigned to join Rogers- 
Gano Advertising Agency, Houston. 
He has been succeeded by Jack O. 
Mitchell. 


Joins Harry Green 

Louis C. Pedlar, formerly man- 
ager of O’Dea, Sheldon & Canaday’s 
Baltimore office, has joined Harry 
B. Green & Co., Baltimore, as ac- 
count executive. 


and | 


ANPA Adds Papers 


The following newspapers have 


joined the Bureau of Advertising, | 


American Newspaper’ Publishers 
Association, New York: Times, 
Martins Ferry, Ohio; Press, Ash- 
land, Wis.; Herald, Denison, Tex.: 
Sun and Citizen - Leader, Lowell, 
Mass.; Globe & News Herald, Jop- 
lin, Mo.; Record News & Times, 
Wichita Falls, Tex.; Enterprise, 
High Point, N. C.; Montana Stand- 
ard & Post, Butte, Mont.; Gate City 
& Constitution - Democrat, Keokuk, 
Ia. 


‘Charm’ Names Gardanier 


Robert S. Gardanier 


has 


|} quarters in Chicago. 
merly on the Western sales staff of 
| Mademoiselle and Your Charm. 


been | 
appointed Western advertising man- | 
ager of Your Charm, with head-| 
He was for-| 


Asks 750,000 Watts 


WOAI, San Antonio, has re- 
quested the Federal Communica- 
tions Commission to increase its 
power from 50,000 to 750,000 watts. 
This grant, if received, would boost 
its power higher than any other 
American radio station. 
its license, the station pointed out 
that it is located in a sparsely set- 
tled area and with the boost in 
power it could reach 90 per cent 
of the listeners in northern Mexico 
and that its programs could be 
picked up by 50 per cent of the 
listeners in southern Mexico and 
Central America. 


Leaves Macfadden 
Rod Butterworth, art 
of Macfadden Publications, 
York, has resigned and will 
nounce new plans shortly. 


supervisor 
New 
an- 


Resigns Partnership 


In seeking | 


| pany, 


Fred A. Reinhart, former partner 
of Reinhart & Root, Research, New 
York, has resigned his interest in 
the partnership to Donald S. Root. 
Mr. Reinhart will shortly announce 
new plans. 


Transfers LeBlanc 


The St. Louis Globe - Democrat 
has transferred Marty LeBlanc, for- 
merly in its New York office, to its 
home office, where he has joined 
the national advertising department. 


Names James Birnie 


Concrete Pipe and Products Com- 
Richmond, Va., has named 
James Birnie, Jr., Inc., Richmond 
advertising agency, to direct a 
newspaper campaign. 


RETAIL 


few newspapers in this country 


develop their entire 


SALES AREA 


as intensively as we do 


Advertisers mterested in sales 
terms of the whole retail sales area which naturally ex- 
tends far beyond the limits of a single municipal entity. 


the leading newspaper in its territory 


Im this. the eighth largest metropolitan area in the 
country is concentrated = the 
defense contracts for Northern California. as well as 
many of the Army. Navy and Coast Guard bases from 
which flow large monthly payrolls, in addition to their 
huge daily supply purchases. 


vast bulk 


San Francisco 


EXAMINER 


for more than 50 years 
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Power, Lumber, Shipbuilding 


Spell Boom for Portland 


W este rn City Looks bank clearings in Portland hit|September, revealed 


$243.024.289. a record for a single | stores gained 52 per cent over last 
Ahead to Continuing In- month. On Sept. 24, deposits in year, while independent 
Portland banks, including upstate picked up 33 per cent and depart- 
branches of the big United States ment stores were up 16 per cent. 


dustrial Gains 
. . National Bank and the First Na- 
By WILLIAM P. GRAY tional Bank of Portland, zoomed to 


Portland, Ore., Oct. 8—In a day another all time record—over $362,- 
when millions hardly count and it 000,000, or $30,000,000 higher than 
takes billions to be impressive, On June 30 this year. 


orth ’s $145,000,000 worth of the 
Portland's $145,000,000 worth of the Retail Gains Are Substantial 


Oregon’s $171,000,000 worth 


likes of which this Oregon metrop- city’s swelling streams of traffic. 


olis has not heard since the tuneful All types of retail sales have | partment of Labor 
twenties ended in their historic dis- made notable gains over a year ago, | showed that in the period of Janu- 
cord. the Portland Chamber of Com- | ary-July, 1941, total building con- 


Financial organizations are re-j|merce’s latest business index shows. | struction in the Portland metropoli- 
cording all-time highs: August! August compilations, released in’ tan area jumped to $16,500,000—or 


Building Moves Ahead 


Gains in building business, spear- 
heads in the drive toward prosper- 
ity in Portland this year, continued 
in September in home construction 
nation’s defense contracts and ex- despite rising prices. 
penditures—the lion’s’ share _ of In fact, none of the earmarks of | 144 new homes within the city lim- 
prosperity is missing from Port-| its were issued in 
would appear to be somewhat puny. land. Its streets glisten with 1941 against 98 in the same month last 

Yet, the sizzle and buzz of weld- model cars and an early sprinkling year, and the contemplated expen- 
ers’ torches, the endless whine of of the scarcer 1942’s. Despite credit diture totaled $640,860 
saw steel through big timber, the restrictions, the motorist’s problem | $431,480 in September a year ago. 
recurrent roar of Army _ planes appears not to be how to raise the In the metropolitan 
wheeling on silver wings above the cash for a new car now, but only | cluding scores of growing residen- 
city all add their metallic music to how to get delivery and how to tial districts surrounding  Port- 
a theme song of Prosperity—the keep the fenders undented in the land’s city limits—a 
has prevailed all year. 


September, as 


compilations 


Portrait of a 


GOOD’ 
paper 


*A good Newspaper gives action 
to its readers—gets action for its 
advertisers. The Journal is a good 
Newspaper. 


There’s real sales action in Oregon’s “ BOOM TOWN “ 
— PORTLAND! 


81% of Oregon's war defense money is being spent 
within the city of PORTLAND...Oregon’s ONLY major 
market! 


Make the most of this opportunity by advertising in 
the one Portland newspaper tailor-made to fit this mar- 
ket... The Journal! 


2 4% of the daily Journal's CIRCULATION 
oe O is in the City of Portland... 


(over 18,000 more than Portland's other newspaper.) 


of the daily Journal's CITY CIRCULA- 
TION is delivered by carrier to 
* 0 Portland homes. 


Portland’s Afternoon N 
PORTLAND, OREGON 


REYNOLDS-FITZGERALD, Inc., National Representatives: 
New York, Chicage, Philadelphia, Detroit, San Francisee, Les Angeles, Seattle 


—— 


GREAT ALUMINUM PRODUCER-TO-BE 


Aluminum Company of America's new $15,000,000 plant at Vancouver, We) 
which will turn out one-fifth of the country’s aluminum in 1942. 


179.5 per cent above the same 
period of last year. The gain sur- 
passed the percentage increase of 
any other Pacific Coast city, and 
in dollar value of construction put 
Portland between Oakland with 
$15,100,000 and Seattle with $20,- 
200,000. 


Where the Money Is 


What brings defense money to 
Portland now is not airplane fac- 
tories—though there are several 
parts manufacturers in the city’s 
industrial areas—but shipyards and 
lumber mills and aluminum fac- 
tories. And besides these major 
producers of the sinews of war, 
Portland manufacturers in other 
and smaller industries are turning 
out a variety of materials—from 
tent poles to duck hats and cast iron 
pipe. One firm, Portland Woolen 
Mills, has turned out or is manu- 
facturing now about $1,200,000 
worth of blankets and cloth. 

The diversity of defense payrolls 
has reflected itself in a diversity of 
new expenditures by Mr. and Mrs. 
John Public, and not only retail 
stores but even the tax collector 
and night club operators’ have 
profited from the opening of the 


|family purse. The tax collection 
| gain was 10.8 per cent in August 
jover August of 1940. No one has 
|compiled the gain in night club 
| business, but a leading downtown 
club has enlarged and remodeled 
, its facilities and extended its hours 


|of operation. And in Portland— 
which has a thrifty New England 
way inherited from New Englanders 
who founded the city—this is news. 


Money Loosens Up 


It is remembered here that only 
a few years ago, night club busi- 
ness in Portland was so bad that 
the only building ever expressly 
built as a night club was soon 
turned into an undertaking parlor. 

Another sign of the loosening of 

luxury money was seen during the 
60-day summer season of the Mult- 
;nomah Kennel Club, which pro- 
motes dog racing. Its pari-mutuel 
windows handled $3,643,540 in 60 
days—a record for the nine years of 
|dog racing in Portland. So bright 
jis the racing prospect that William 
|P. Kyne, San Francisco operator of 
|the Bay Meadows track, has an- 
;nounced he will build a horse rac- 
ing plant at Jantzen Beach Park 
/here to open in May. 
Shipbuilding, which gives Port- 
|land its greatest activity in the field 
|of direct defense production, cen- 
ters about the vast plant of the 
Oregon Shipbuilding Corporation, 
where the 7,500-ton “Star of Ore- 
gon” was launched Saturday, Sept. 
27, as one of 14 “Liberty Ships” sent 
down the ways that day in ship- 
yards scattered along the periphery 
of the nation from Maine to Wash- 
| ington. 


Ships Bloom on New Site 


Oregon Shipbuilding is one of the 
|joint ventures of the Todd Ship- 
yards organization and the history- 
making dam and bridge-building 
organization headed by Henry J. 
Kaiser, the nation’s “No. 1 Build- 
er.” Kaiser crews flattened and 
filled a 100-acre site on the north 
outskirts of Portland, and there be- 
side the Willamette river they will 
turn out 43 Liberty ships—over 
$65,000,000 worth—for the Maritime 
Commission. The sprawling grey 
buildings and 11 shipways in the 
yard cost $7,000,000 to construct, 
and through them daily swarm 7,000 
men—main body of a growing pay- 
roll that is expected to total 12,000 
by January, 1942, in this and three 


other shipyards in Portland. 

The three other plants—W) im- 
ette Iron & Steel Company, is 
mercial Iron Works and the Aj. 
bina Engine & Machine Works are 
building mostly Navy auxiliary ves- 
sels. Willamette’s contracts in: ude 
two Navy mine layers y prt} 
$12,000,000 each and Mar ‘ime 
Commission orders for 50 rec pro- 
cating steam engines worth $5. 50.- 
000. Commercial Iron is bui ting 
mine sweepers, sub chasers, jeep 
sea tugs and net tenders— ver 
$15,000,000 worth of ships, ile 
Albina Engine & Machine W rks 
will turn labor and steel into ine 
sub chasers worth $6,000,000 


Many Industries Busy 


Though Portland lacks airp ane 
factories, its large machine shops 
have turned their tools and cri ‘ts- 
men to the making of vital pirts 
Iron Fireman Mfg. Company has 
thrown nearly the entire capacity 
of its Portland plant into the manu- 
faeture of parts for Boeing Flying 
Fortresses—‘‘for the duration” its 
stoker business is concentrated in 
Cleveland and Toronto plants 

A defense-born new Portland 
company, Columbia Aircraft Indus- 
tries, Inc., has $3,000,000 worth of 
sub-contracts for parts and sub- 
assemblies, and in the space of a 
few months has become one of the 
principal airplane parts suppliers on 


A PILE OF LUMBER 


This scene at a Portland, Ore., lumber 

mill, the Jones Lumber Co., tells its own 

story of the Douglas fir boom bringing 
business to Portland. 
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DOWN THE WAYS 


Among new ships to take the water on 
“Liberty Fleet Day," Sept. 27, was this 
‘Star of Oregon,” at the Oregon Ship- 
building Co., Portland, Ore., where 7,000 


men are on the payroll. 


—_ 
the West Coast. Another Portland 
machine plant, Hesse-Ersted Iron 
Works, is grinding away at $1,900,- 
000 worth of orders for ship cargo 
winches, anchor windlasses, marine 
engines and deck equipment. 
George H. Buckler, a Portland con- 
tractor, is handling contracts for 
$4,000,000 worth of shipbuilding 
sub-contracts. 


Lumber Moving at Top Speed 


Oregon’s vital lumber industry— 
the state produces about a fifth of 
America’s lumber—has met the de- 
fense demand with mills in high 
gear, running 24 hours a day in 
many cases. 


August over August, 1940, and even 
a year ago the industry’s pace was 
accelerating constantly. 

Log trucks thundering down from 
the hills of western Oregon and 
western Washington into the main 
highways and to the mills, are a 
common sight now. Douglas fir, 
because it is biggest of the big 
species of U. S. timber, becomes 


the structural lumber of defense | 
from it come the heavy tim-| 


bers, the great beams, the wood for 
shipyards and munitions plants and 
barracks, the massive pieces for 
ships’ keels and the flawless planks 


that go into decking on the Navy’s | 


wooden minesweepers. 

Fir plywood, made from veneer 
that is peeled like wrapping paper 
from the biggest and choicest of fir 
logs, has found a vast market in 
Army cantonment construction, in 
housing and factories. Three new 
plywood mills were built in Ore- 
gon during 1940, and two more 
were added this summer. Existing 
mills have run at their capacity 
seven days a week for most of two 
years. 


Air Base Moves In 


Portland’s only military acquisi- 
tion during the defense era has been 
the 43rd Air Base at the big new 
Portland-Columbia Airport, where 
United Air Lines and Northwest 
Airlines have their transcontinental 
terminus. The Army is gradually 
noving 2,700 officers and men, and 
a force of slick-winged Republic 
pursuit ships into the base, and 
their aerobatics in the clouds pro- 


ide one of the occasional extra | 


SOLD BY THE WEEK 


1 \ ONE OR 43 CITIES! 


Whaley Taxiposters are sold 
on a weekly basis. Each ad- 


vertiser has exclusive show- | 
ing on all available taxicabs | 


in the city or cities selected. 
Average cost 10.4c per thou- 
sand. For details write Wm. 
E. Whaley Co., Washington 
Blidg., Louisville, Ky. 


WHALEY 


2 


Regional Douglas fir | 
production was up 12.6 per cent in| 


treats that defense has brought to 
Portland. 

Demand for homes for Air Base 
| officers and their families has in- 
creased the stringency of housing 
supply in the city’s leading residen- 
tial districts. Rents are advancing, 
but so far the city has absorbed its 
defense housing problems without 
|large increases. Fear of rental 
boosts has given a spurt to home 
selling, and the man who calls him- 
self “America’s Largest Home 
Seller,” Frank L. McGuire, re- 
|ported as September ended that, 
for the first time in 25 years, his 
| September business exceeded that 
| for August—ordinarily No. 1 month 
|of the year. 

| An incidental result of the estab- 
lishment of one of the nation’s 


largest Army bases at Fort Lewis, 
Wash., 150 miles north of Portland, 
has been a “defense boom” in the 
laundry business in Portland. The 
Army’s soiled linen can’t all be 
handled in the laundries nearer Fort 
Lewis, and thousands of pounds are 
washed in Portland each week. 
Dairy farmers who normally con- 


/centrate their deliveries in Portland 
/now have an additional market at 


Fort Lewis, and one result of the 
growing demand—coupled with ris- 
ing costs of milk production—was 
the raising of the price of milk in 
Portland on Sept. 1 from 12 to 14 
cents a quart, under a State Milk 
Control Board order. 

More significant than immediate 
defense orders is the long range 


|growth which has started to shape 


itself around Columbia River water 
power. It hinges on the develop- 
ment of aluminum and other indus- 
tries demanding big supplies of 
cheap electricity. The roots of Port- 
land’s future prosperity may lie in 
this abundance of power; there is 
indication that present regional de- 
velopment will outlive the current 
boom, and shape a soMd economy for 
Portiand’s market area. 


Look to Power for Future 


In its location at the confluence of 
the Willamette and Columbia 
rivers, Portland is the nerve center 
of a new industrial mecca that sits 
astride the surging Columbia. 
America’s mightiest source of hy- 
dro-electric power, the Columbia, 
through the turbines of the fed- 


erally-operated Bonneville power 
plant, already produces power for 
manufacture of pig aluminum and 
for the welding of ships. It will 
perform many another industrial 
job before this war has ended. 
Most spectacular evidence of the 
electric boom is the huge new 
aluminum plant of Aluminum Com- 
pany of America at Vancouver, 
Wash., across the Columbia River 
from North Portland. Completed 
this year at a cost of $15,000,000, 
this one plant will produce a mini- 
mum of 150,000,000 pounds of pig 
aluminum in 1942—about a fifth of 
the projected U. S. total production 
of some 752,000,000 pounds. In early 
1940, the land on which this indus- 
trial giant rests was a dairy farm. 
At Longview, Wash., 50 miles 
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\ NON-STOP 
aT 


thanks to SMileage! 


It’s a long pull for Santa this year. 

Dodging the Stukas and the anti-aircraft is tough on a 
reindeer, even a veteran with an age-old spread of antlers. 
But S.C. faces greater barriers... lodged in the minds of 


people too news-bruised, perhaps, to bestir the true 
Christmas Spirit this blitz-blighted season. 

But trust Esquire’s SMileage, Mr. Advertiser! 
SMileage will bring Santa through for you! 


SMileage is a leaf taken out of Santa’s own book. Turn to page after page 
of cartoons and hearty, enlivening things in Esquire—and SMileage 
brings you deep-down chuckles that Santa might be godfather to! Turn to 


Esquire’s eye-opening pictorial features and the monthly quips of Esquire’s 


own commentators—and SMileage brings you such contentment as is kin 
to old S.C. himself! An Esquire reader is gifted with the Mood to Buy, 
Mr. Advertiser. Trust SMileage to kindle the Christmas Spirit! 


Esquire’s fabulous Holiday Issues 
are the accepted gift-quide of the nation! 


give your Christmas advertising the backing 


of Esquire’s great Holiday Features! 
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down the Columbia river from LOGS ON WAY TO SINGING SAWS OF PORTLAND SAWMILLS Stationers Warned 
Portland, Reynolds Metals Com- | 

any, “ er al in om- | 2 

coe gen a Ceneeain Menges -. Against Stoppage 
second aluminum plant into opera- | "— es 


tion in September. Its present | 
power order is for 60,000 kilowatts, | 
as compared with Alcoa’s 162,500 at 
Vancouver, but an increase in the | 
Reynolds order is regarded as prob- | 
able, 
Another Aluminum Plant 

At Troutdale, 20 miles east of 
Portland, or at Cascada Locks, less 
than 50 miles east of Portland and 
about four miles upriver from 
Bonneville dam, the government 
soon will build another huge alu- 
minum plant to be operated by 


PHOTOS 225 


In lots of 100. Send photo or negative. 
50 at $3.25 25 at $2.00. Photo postcards 
1'%c-1,000. 


This view taken from a bridge across the Lower Willamette river shows log rafts on 


Portland, Ore., punctuating the horizon. 


their way to sawmill with the skyline of 


Enlargements Now at Strikingly Low Prices 
30’ x 40’—$1.75 ea. 40° x 60°—$3.50 ea. 
Mounted or Unmounted 

COMMERCIAL PHOTO ,416 West 45, New York City = 


Serving accounts in 37 states 


Alcoa. Other smaller ones will be | are scheduled to produce 400 mil- 
built at Spokane and Tacoma, and lion of the enlarged U. S. supply of 
within two years these five plants | 1,600 million pounds (200 million 


When you think of 
ee aa 


The first “SKYSCRAPER” 
in the Mississippi Valley 


NRE 


50.000 WATTS 
(CLEAR CHANNEL) 


The greatest selling POWER in the South’s greatest city 


of which will be bought from Can- 
ada.) 

There are other evidences of the 
electric industrial boom: in Port- 
land, Union Carbide & Carbon Cor- 
poration’s subsidiary, the Electro 
Metallurgical Company, is building 
the first big calcium carbide and 
ferro-alloys plant which will oper- 
ate with Bonneville-Grand Coulee 
power. With 13,000 kilowatts pour- 
ing into its electric furnaces, this 
$3,000,000 factory is expected to be 
producing war materials by next 
spring. 

Pennsylvania Salt Company, Pa- 
cific Carbide & Alloys Company and 
the Oregon Shipbuilding Company 
are other industrial customers of the 
Bonneville Power Administration, 
whose industrial commitments com- 
prise 269,500 kilowatts of a total of 
325,855 kilowatts under contract 
now. (This does not include the 
three new aluminum plants, for 
which power contracts are yet to be 
written.) 


See Continuing Boom 


Northwest business men, who 
have always held that the huge fed- 
eral power development along the 
Columbia must find its market in 
industry, and the government alike 
now foresee vast future demands 
for the smokeless energy of electric 
power in the furnaces and wheels 
of industries scattered through what 
President Roosevelt himself has 
called America’s “promised land.” 

Creation of power facilities them- 
selves make for a share of the re- 
gional—and_ therefore Portland’s— 
prosperity. Appropriated now for 
1942 construction, operation and 
maintenance of electric network 
facilities is the sum of $23,000,000. 
What makes this most important 
now is that the Columbia River 
region alone among the major re- 
gions of the nation has an imme- 
diately sufficient source of power 
supply in a period of power short- 
age, and it can now be quickly 
developed. 


FTC Claims Old Parts 
Used in Ingersolls 


That dollar Ingersoll watch you've 
been relying on all these years may 
not even have been new when you 
first bought it, according to a com- 
plaint issued by the Federal Trade 
Commission charging  Ingersoll- 
Waterbury Company with advertis- 
ing and selling as new, timepieces 
containing parts recovered from dis- 
assembled watches. 

Ingersoll gets a lot of watches 
back, the complaint charges, be- 
cause it sells them under a guaran- 
tee by which the manufacturer 
promises for a fee to repair or re- 
place all watches. A large share 
of all Ingersolls sold eventually find 
their way back to the factory in 
this manner. The complaint charges 
“unfair and deceptive acts and prac- 
tices in commerce,” and alleges that 
the manufacturer misleads and de- 
ceives the purchasing public. 


To Honor British 


Jewish Daily Forward, New York, 
will publish a special British Em- 
pire edition on Sunday, Nov. 23, as 
a tribute to the courage of the 
British people. Twenty-five per 
cent of the advertising proceeds of 
this issue will be donated to the 


First Consumer 
Antiphlogistine 
Drive to Start 


New York, Oct. 8.— Denver 
Chemical Mfg. Company’s first con- 
sumer advertising for Antiphlogis- 
tine, 50-year-old preparation for 
reducing inflammation, will get 
under way in November issues of 
four national magazines, with an 
appropriation estimated at $250,000. 
Ferry-Hanly Company  is_ the 


agency. 
On the schedule are Ladies’ Home 
Journal, Life, McCall’s and Wo- 


man’s Home Companion. The prod- 
uct has been completely repackaged, 
being offered now in tubes instead 
of cans, as formerly. Recommended 
uses will include relief from chest 
colds, throat irritation, sore mus- 
cles, bruises, sprains and sunburn. 

Promotion for Antiphlogistine has 
been confined during the past half 
century to medical publications and 
drug trade papers. 


Harvard Publishes 
Marketing Book 


The Harvard University graduate 
school of business administration has 
published a new book entitled “Dis- 
tribution Costs— An _ International 
Digest,” an encyclopedia of dis- 
tribution costs covering 30 separate 
lines for years ranging back over 
a quarter of a century. 

The newest Harvard contribution 
to the study of marketing expenses 
was compiled by three members of 
the school’s marketing staff in 
conjunction with Dr. Julius Hirsch, 
eminent European marketing au- 
thority now associated with the 
New School for Social Research. 


Indicted by BBB 


Charges of misleading advertis- 
ing, which alleged the defendant 
advertised that he was the sole pos- 
sessor of washing machines with 
aluminum agitators, have been filed 
against the Modern Appliance 
Company, Des Moines washing ma- 
chine distributor, by the Better 
Business Bureau of Des Moines. 
This is the first time the bureau has 
filed charges of such nature since 
its organization more than a year 
ago. 


Mrs. Jones Joins Burnett 
Mrs. Stanley Jones, fashion editor 


of Advertising 


Chicago, Oct. 7.—National St,. 
tioners Association members _ thic 


_week heard Elon G. Borton, directory 


of advertising, LaSalle Extension 
University and chairman of the 
board of AFA, warn them that aq. 
vertising and selling must be kept 
up during this period, that it must 
be streamlined for effectiveness, 
and that interpretation of advertis. 
ing was necessary to public and 
legislators. 
Mr. Borton urged that emphasis 
be placed on factual, straight-from- 
the-shoulder copy giving the public 
the why of shortages, substi‘ utes 
and rising prices. 
The consumer movement, Mr. 
Borton said, is an honest ques‘ ion- 
ing of a great force it does not 
understand and that same misun. 
derstanding spread among leg:sla- 
tors, he believes, is what makes 
possible the growing trend to legis. 
late and tax advertising and selling. 
Here he referred to the defunct tax 
on radio and outdoor advertising as 
an entering wedge and ‘said that 
such a move is bound to recur, 
Interpretive advertising was acvo- 
cated by Mr. Borton as a solution 
to the problem. 
H. E. Christiansen, vice-president 
of Henri, Hurst & McDonald and 
Hall Bros.’ account executive, told 
the gathering that in the face of 
competition by peddlers and tem- 
porary stores a solution couki be 
found in a vigorous and planned 
advertising and selling campaign 
J. Kenfield Morley, advertising 
manager of Office Equipment Com- 
pany, Louisville, Ky., told the sta- 
tioners that the line for successful 
business to follow in the emergency 
was that indicated by government 
policy, and that “there may never 
be another opportunity for station- 
ers like this one.” He emphasized 
the need for advertising in the 
emergency, saying that where a 
business was oversold, its advertis- 
ing should stress service. 


Christmas Catalog Out 


Horder’s, Inc., Chicago, has pub- 
lished an advance Christmas cata- 
log, showing in 12 pages what spe- 
cial gifts it will offer for the 
holiday season. The book will be 
supplemented with a greeting card 
section when it is finally issued 


Mavity Leaves Canton 


J. Earle Mavity, for the past 
seven years general manager of the 
Ledger, Canton, Ill., has been named 
business manager of the Daily 
Press, Ypsilanti, Mich. 


Amillion pounds of powder? 
What is it, an arsenal? 


Not gun pow- 
der, buddy. 
Talcum Pow- 


der. 


of Look, and previously in charge 
of fashion publicity for R. H. Macy 
& Co., has joined the New York 
service bureau of Leo Burnett Com- 
pany in a merchandising capacity. 


4th Move in 71 Years 


Max Stern’s Sons Company, Chi- 
cago, printer, is making its fourth 
move in 71 years to 801 South Wells 
street. 


Names Gerth-Knollin 


Kresky Mfg. Company, Petaluma, 
Cal, has named Gerth-Knollin Ad- | 


vertising Agency, San Francisco, as 
its advertising counsel. 


Yes, it is a lot of talcum powder, and 
| turned into dollar volume it means $75, 
| 000.00 in retail sales Yet that’s what 
one manufacturer annually supp! 
5 & 10c stores covered by the 
CHANDISER. With that volume 
|} ness possible, you can't afford to 
| publication that does not give ) 
| maximum coverage you can buy 
| 

| 


The MERCHANDISER gives you 250 
| circulation in 8,242 stores. 
Please write us for further informatie 
regarding th: 
$1.00 Variety 
field. 


SYNDICATE STORE 


MERCHAND/SER 


78 Madisan Ave, New TE 
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ILLINOIS? 


Sales Management gives Decatur 
132 rating for November pros- 
ects. nd highest in State. 
SOY covers Decatur and a big 
chunk of Illinois 


British War Relief Society. 


WSOY — DECATUR 


250 W. 1340, Full time 


Sears & Ayer, Rev 
How can we help 02" 
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Chicago Daily to 
Be Standard Size; 
Smith Is Editor 


-Noxzema Expands Quiz 
Noxzema Chemical Company, 
| Baltimore, has added six cities to 
its “Quiz of Two Cities” broadcast. 
Stations WSB, Atlanta, and WAPI, 
Birmingham, began the weekly 


Chicago, Oct. 8.—Marshall Field half-hour rival quiz program Oct. 2 


i, owner, and Silliman Evans, 
publisher of Chicago’s new and 
still-unnamed morning paper, an- 
od today that Rex Smith, for 


oun 

an past four years managing editor 
of Newsweek, will be editor of the 
new paper, and that George De- 
witt, for the past six years man- 
aging editor of the Washington 
Times-Herald, will occupy a similar 
post vith the Chicago publication. 
Frank W. Taylor, former managing 
editor of the St. Louis Star-Times, 


has been named assistant to the 
publisher. 

Before joining Newsweek Mr. 
Smith spent seven years in Europe, 
two with the Paris edition of the 
New York Herald Tribune and five 
in Madrid with the Associated 
press. He had previously worked 
on newspapers in Los Angeles, San 
Francisco and Detroit. He is 41, 
and a native of Virginia. Mr. De- 
Witt was on the staff of the now 
extinct Chicago Herald - Examiner 
before going to Washington, and 
previously had been in Milwaukee. 

Joseph B. Phillips, foreign affairs 
editor for Newsweek, will assume 
the managing editorship of that 
publication. 

Top advertising and circulation 
personnel for the Chicago paper 
has been selected, but cannot yet 


be announced, Publisher Evans 
averred. He did reveal, however, 
that the paper will be standard 


size and that a $10,000 contest for 
a name will get under way next 
week, winding up about the 15th 
of November. Newspaper, radio 
and other advertising will be used 
to promote the contest in the Chi- 
cago area. Entrants will be required 
to submit a 50-word statement on 
why Chicago can use another morn- 
ing paper along with their sugges- 
tion for a name. 


No details as to printing facilities, | 


price, whether there will be a Sun- 
day edition or not, advertising rates 
or personnel were revealed, and 
while Mr. Evans asserted that the 
first issue will be published “just 
as soon as possible,” present indi- 
cations are that the paper will not 
make its appearance until some 
time in December. 


Mr. Field contributed the infor- | 


mation that the publishing venture 
will not be incorporated, and re- 
ported that the paper’s slogan will 
be, “An honest newspaper’ —a 
slogan stemming from his grand- 
father’s vehement assertion that 
honesty is the only thing that 
counts. 


To Reopen Ad Courses 
American Advertising Guild, New 

York, will reopen its evening classes 

in advertising copy, layout, fashion 


illustration and production for the | 


fall term on Oct. 13. Registration 

is at the Guild headquarters, 33 E. 

27th street, on Monday, Wednesday 

- Thursday evenings from 8 to 
p. m. 


Yes. Mr. Lachrymose 
SEX is here to stay! 


Sunt, facts are important — but 
many a sale starts with the 
hormone before it reaches the 
cerebrum. That's why a pretty 
thoulder, a leg, a smile appeals 
© presidents and porters... why 
* hint of romance fetches the 
‘ars of dowagers and domestics. 
It takes skill to do it subtly, 
vithout dragging it in by the 
teels. One truth is eternal—clothe 
‘our advertising message in basic 


b , 
“uman interest and you command 
tlention, 


If you want your advertising 
“man ized, 


talk it over with 
‘OE KESSLINGER and his 


LOVERTISING ASSOCIATES 


2 Central Avenue, Newark, N. }. 


SERVING MANY SWELL COMPANIES 
SINCE 1926. AND WHEN THEY 
SEND YOU AN INVOICE fT WONT 
BLOW YOUR HAT Orn 


Stations KYW, Philadelphia, and 
KDKA, Pittsburgh, will start on 
Oct. 12, and Station WOKO, Albany, 
|for Albany and Troy will begin 
'on Oct. 16. This brings to 24 the 
/number of cities now carrying the 
|quiz broadcast. Ruthrauff & Ryan, 
‘New York, directs the Noxzema 
account. 


Ad Club Celebrates 30th 


The Advertising Club of Colum- 
bus, O., is celebrating the 30th anni- 
versary of its founding. 


‘Elects G. T. Johnston 


Graham T. Johnston has been | 


ing Robert L. Johnson, who was 
recently elected president of Tem- 
ple University, Philadelphia. Mr. 
Johnston was formerly vice-presi- | 
dent and treasurer of the company, | 
and previously in the public rela- | 
tions department of Dyer Hudson, 
New York. 


Joins Goehring Agency _ 


pointed to head the new business 


department of the Jack Goehring WLOL Adds Wallace 
William L. Wallace, 
in| with KFBB, Great Falls, Mont., has 


Advertising Agency, New York. He 
was formerly vice - president 
charge of sales with Philadelphia | 
Badge Company, Brooklyn. 


John R. Caples, 
elected president of Robert L. John-| testing department, Batten, Barton, 
son Magazines, New York, succeed- | Durstine & Osborn, New York, has 
appointed jury chairman of 


been 
the Annual 
1941. 


Stimson Joins “Topics” 

Edward E. Stimson, 
| known in Detroit agency and auto- 
|motive circles, has been appointed 
| editor of Automobile Topics. 
Hastreiter is the 
Norman Abrahams has been ap- | manager of the magazine. 


joined the 
Minneapolis. 


Sweets Returns to NBC 

William McDowell Sweets has re- 
turned to the National Broadcasting 
Company, New York, production 
staff as a producer. Mr. Sweets, 
who was the first NBC production 
manager in 1927, became a free 
lance in 1928 and returned to NBC 
production for a year in 1932. Since 
that time he has again been a free 
lance producer. 


head of copy 


Advertising Awards, 


Jr., well 


D. S. 


new advertising 


| BUSINESS PAPERS 


BRAD-VERN’S REPORTS 


formerly 


sales staff of WLOL, 


135-21 Union Tnpk., Flushing, N.Y. 


/ woos Boss 
\ AROUND HERE, 


p. S. As the last quarter of the year moves 


in, Newsweek is pleased to report that it’s up 45% 
in advertising revenue for the first three-quarters of 
the year. This is the largest gain of any magazine 
grossing a million or more. 


Ms luckless load-lifter has a legitimate lament. 
And so has an advertiser, sinking in a sea of con- 
flicting facts and figures about executive coverage. 


For titles alone don’t always tell who’s really calling 
the tunes. 


NEWSWEEK advertisers know they’re really reaching 


the tops, though . . 


. and reaching them through a 


magazine that today offers compelling, avid reader- 
interest. 


A recent check of the 100 leading national advertisers 
shows that 96 have NEWSWEEK readers among their 


executive personnel . . 


. identified by name, title, 


and executive capacity. 


We’ ve made an intensive investigation of the problem 


of executive coverage — and wrap 
in a new and timely presentation. 


it to you. 


One point more: NEWSWEEK reaches more top men 
in business, industry and government per advertising 
dollar than any other magazine. We’d like to prove 
this, too. 


THE NEWSWEEKLY THAT CHANGED EXECUTIVE READING HABITS 


up the results 
e’d like to show 
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Continue Iron 
in Diet Theme 
for Brer Rabbit 


New York, Oct. 8.—Continuing 
its emphasis on iron as a first-rate 
necessity in the American diet, 
Penick & Ford, Ltd., has launched 
an extensive newspaper and maga- 
zine campaign for Brer Rabbit 
molasses as a rich source of avail- 
able iron for women and children. 

The newspaper effort, which has 
just begun in a schedule of 35 
papers spread throughout the coun- 
try but concentrated in New Eng- 
land, is the first in this medium in 
many years for Brer Rabbit, while 
the magazine advertising in a list 
of 13 has been expanded over last 
year’s. The campaign will continue 
through December. 

Brer Rabbit’s iron story is based 
on scientific research which, accord- 
ing to Penick & Ford, determined 
the high amount of available iron 
in New Orleans molasses. Since 
some foods contain iron which the 
body cannot use, the term “avail- 
able” is used to indicate the amount 
which the body can absorb. 

The current campaign continues 
to feature Brer Rabbit as a food for 
children, although alternating copy 
in five of the magazines on the list 
will present a new appeal for the 
molasses as a food for growing girls 
and pregnant women. 

Under the headline, ‘“‘How to give 
your children extra iron three deli- 
cious ways,’ newspaper copy sug- 
gests Brer Rabbit molasses as an 
ingredient in three different foods 
and describes it as “one of the rich- 


| able 
| will be on a weekly basis. 


liver as a rich food source of avail- 
iron.” Insertions of 304 lines 


On the magazine schedule are | 
American Home, The American 
Weekly, Better Homes & Gardens, 
Family Circle, Good Housekeeping, 
Hygeia, Ladies’ Home Journal, Life, 
| McCall’s, Parents’ Magazine, True 
Confessions, True Story and Wo- 
man’s Day. J. Walter Thompson 
| Company is the agency. 


‘MBS to Rent Radio 
Theater, Expand Stock 


Mutual Broadcasting System will 
rent the Maxine Elliott theater on 
W. 39th street, New York, which 
will be known as Mutual Radio 
| Playhouse Number One. It is ex- 
| pected that the theater will be used | 
for the network’s audience shows. | 
MBS plans to occupy the playhouse 
| Nov. 3, when the Coca-Cola series 
| premieres. 
| A plan is now being worked out | 
to equalize MBS stock membership | 
among its present seven stockhold- 
ers and an additional four—Stations | 
| WFBR, Baltimore; WIP, Philadel- 
| phia; WCAE, Pittsburgh; and WGR, | 
Buffalo. Present stockholders are 
Stations WOR, New York; WGN, | 
Chicago; the Don Lee network of | 
California; the Colonial network of | 
New England; Stations WKRC, Cin- | 
icinnati; CKLW, Detroit-Windsor; | 
and WHK, Cleveland. 


N. ¥. Ad Women Launch — 
| Annual Ad Course | 


Advertising Women of New York 
will launch its 13th annual adver- 
tising course for women Oct. 16. | 
Meetings will be held in the confer- | 
ence room of the New York Herald | 
Tribune, 230 W. 41st street. 

The course will comprise lectures | 


est known sources of available by men and women prominent in | 
iron.” “Scientific tests” are said to! advertising field, as well as field 
have proved it “second only to beef|trips, a “career clinic,” and the | 


New Haven Met. 
Coverage 103.3% 


suburban coverages of 32 townships is 
86.7% im a total population of 353,865, 
Known nationally as “Register City.” 
Write today for our market brochure 
in color describing this 
market. Haven, 


famous test 


New Conn. 


The New Haven Register, with the 20 weeks campaign on the Columbia 
largest circulation in Connecticut, now Pacific Network. The program will 
has a net paid Greater New Haven J) be heard on Tuesdays and Thurs- 
Metropolitan coverage of 103.3%; the days. 


opportunity to compete for $100 and | 

|$50 scholarships for further adver- | 
tising study in New York schools | 
‘and universities. 


| ee 

_Luden’s Starts Show 
Starting Nov. 3, Luden’s, Inc., for 
| Menthol Cough Drops, will begin a 


Exporter Names Vladimir 


J. H. Latham & Co., New York 
'exporter, has named Irwin Vladimir 
& Co., New York, to direct foreign 
| advertising. 


The selection of WSAI by the 4 largest depart- 
ment stores and 7 local breweries indicates the 


station which is used most by those who know 


Cincinnati best. 


NBC RED AND BLUE—5,000 WATTS NIGHT AND DAY 


WSA 


CINCINNATI’S | 
OWN STATION 


REPRESENTED BY INTERNATIONAL RADIO SALES 


eo 


* ‘~ 


IN PHILADELPHIA __ 


q 


a ~~ sete THRovcH WFIL 


Getting Personal 


Edwin P. Curtin, who left his job as director of radio publicity at 
BBDO to become a first lieutenant in the U. S. Army reserve, is on 


his way up the military ladder. 


Wheeler, Ga., he’s now saying, “Call me Captain! 


According to latest news from Camp 


” 


Anthony Anable, a.m. of the Dorr Company, is honeymooning with 
the former Gloria Elaine Hollister, who is research associate of Dr. 


William Beebe, 
of the New 
York Zoological 
Society. Among 
the ushers at 
their wedding 
was Chester 
Bowles, chair- 
man of the 
board at Ben- 
ton & Bowles... 

Plans for a 
new home in 
Dutchess 
County are en- 
grossing G. 
Lynn Sumner, 
agency head 
and _ president 
of the New 
York Ad Club. 
He’s just pur- 
chased a large 
plot at Quaker 
Lake near Paw- 
ling and has a 


TOASTING 10 YEARS OF WEDDED LIFE 


Basil L. Emery, advertising and sales manager of the Cheese- 

brough Mfg. Co., and Mrs. Emery drink a toast to each 

other at Cafe Society Uptown, New York, where they cele- 
brated the tenth anniversary of their marriage. 


colonial type house in mind. One of his neighbors will be Edwin M. 
Whitney, of NBC’s production department, who plans to build a home 


in the same community. . . 


Richard P. Kerr, of the Joseph Katz Company, Baltimore, has signed 
up with the U. S. Marine Corps and has been placed in the public 


relations division. . 


. One of the most recent OPM recruits is William 


M. Bristol, Jr., v.p. and director of Bristol-Myers, who has taken over 
the job of chief of the health supply unit of the purchasing division. . . 
Budd Getschal, of Paramount Pictures’ advertising staff, went to 


school and college with Rosalind Terker, 


of New York, and found 


the association so pleasant that he’s become engaged to her. . . In 


PRIZE WINNER 


Walter Taube, art director, Campbell- 
Mithun, Inc., Minneapolis agency, points 


with pride at his prize winning creation, 


the Red Rooster package he designed 
for Winston & Newell Co., Minneapolis 
wholesale grocer and coffee roaster. The 
package was judged first for visibility 
and color in the national competition 
sponsored by The Spice Mill, trade pub- 
lication, at the National Coffee Associa- 
tion convention, White Sulphur Springs, 
We, ¥e 


“Fire in the Earth” James Rem- 
ington McCarthy, a. and p.m. of 
Baumgold Bros., diamond cutter, 
tells the story of the diamond. 
The book will be published Jan. 
15 by Harper. . . Ernest Balton, 
Jr., of Y&R, recently bought a 
home in Chester Hill, Man- 
hasset. . . 

H. C. Christiansen, vice-presi- 
dent of Henri, Hurst & Mc- 
Donald, Chicago, will be chair- 
man of the forum luncheons of 
the Economic Club, to be con- 
ducted during the winter months. 

. O. A. Feldon, Western man- 
ager of Macfadden Publications, 
has been nominated for vice- 
president of Sunset Ridge Coun- 
try Club, Winnetka, Ill., a favor- 
ite golfing spot of Chicago ad- 
vertising men... 

For William R. Cline, WLS, 
Chicago, sales manager, a nine- 
pound baby girl, swelling the 
Cline family roll to two boys, 
one girl. . . 

In the judge’s seat at an ad- 
vertising illustration contest of 
the Connecticut Valley Camera 
Club sat Larry Edwardson, sales 
manager of WNBC, Hartford. . . 
Wilfred Guenther, gm. of 
WLWO, Cincinnati, has been 


drafted as a special radio consultant to Col. William Donovan, co- 
ordinator of information for the White House. . . 


Gordon Stephens, MacLaren 


Agency's Vancouver office manager, 


is chairman of the B.C. advertising agency section of the war savings 


campaign. 


. . Not interested in the Charlotte, N. C., city managership 
which pays $10,000, incidentally 


was Andrew Joyner, Jr., former 


business manager of the Daily News and Record, Greensboro, N.C... 


Look out, Hitler... 


is training for a pilot's license. 
sponsored jointly by 


Pierrepont B. Noyes, 71- 
year-old president of Oneida, Ltd., Utica, N. Y., 
. On a cruise 
two arch-competitors, Bob 
Craighead of Architectural Forum and J. S. Crane 


of American Builder, G-E guests, Maxon’s Paul 


Foley, and the cruiser’s owner, Fred Fischer, 
Simmons - Boardman Publishing Corp., were 
entertained. . . 

Lloyd Maxwell, Roche, Williams & Cun- 


nyngham, was elected a director of the Western 
Advertising Golf Association for the thirtieth con- 
secutive time at the annual meeting at Bob O’Link 
Sept. 26, a record of some kind, his friends 
think. . . 

Wilda Vehlow, a.m. of Myers-Arnold Co., Green- 
ville, S. C., has been appointed chairman of the 


Harold Augustin 
Calahan, N. Y. ad 
counselor, is now 
wearing the gold 


year ‘round publicity committee of the Greenville braid of a lieuten- 

county Red Cross chapter. .. George A. Buchanan, @"t-commander _ in 

publisher of the Record, Columbia, S. C., has been the U. S. Naval 
Reserve. 


named to the steering committee of the Columbian 
Community Chest drive. .. 

Arthur B. Tofte, copy chief of Allis Chalmers advertising depart- 
ment, took time off from pounding out lyrics about turbines, pumps 
and motors to script a story for Esquire’s November issue. It’s 
titled “The Mighty Hjalmarson” and deals with Norway, home country 
of Author Tofte’s grandparents. . . . 
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Extend Discount 
to Sectional 
Metro Roto Ads 


| New York, Oct. 8.—Metropx 
|Sunday Newspapers have ap. 
nounced that effective Jan. 4, 
rotogravure space in either mono. 
|}tone or color will be availab!. tg 
|advertisers in any 10 of th jg 
cities in which the group’s 24 mn we. 
| papers operate. In this way ec. 
}tional as well as national ac er. 


|tisers will be entitled to ¢ 5up 
| discounts. 

Members of the Metropo tan 
group are: Baltimore Sun, Bostoy 
|Globe, Boston Herald, Bu ‘alo 


| Courier - Express, Chicago Trit ine. 
| Cleveland Plain Dealer, Des Mc nes 
| Register, Detroit News, Detroit + ree 
| Press, Milwaukee Journal, n- 
neapolis Tribune & Star Jou? al. 
New York News, New \ ork 
Herald Tribune, Philadelphia !n- 
|quirer, Pittsburgh Press, Pr vi- 
|dence Journal, Rochester Demo rat 
& Chronicle, St. Louis Globe De ,0- 
crat, St. Louwis Post - Dispatch, St 


|Paul Pioneer Press, Spring: eld 
Union & Republican, Syracuse P st- 
Standard, Washington Star nd 
Washington Post. 

Combined circulation of the 


Metropolitan group’s papers is © ver 
11,300,000. 


Bristol-Myers Adds To 
L. A. Radio Hook-Up 


Bristol- Myers Company, New 
York, has added four fifteen-minute 
daily newscasts in Spanish over 
Station XEW, Mexico City. The 
company now sponsors 47 newscasts 
in 29 cities in 17 Latin American 
countries, in addition to musical 
and other programs on 36 stations 
in four of the countries. 

The only Latin American coun- 
tries out of the Bristol-Myers sched- 
ule are Nicaragua, Paraguay and 
Uruguay. Eighty stations carry the 
programs in Spanish, two in Portu- 
guese and one in English. Programs 
|are transmitted on long, medium 
and short waves. 


| 
FTC Issues Proposed 
‘Rayon Dyeing Rules 
Proposed trade practice rules fo! 
the rayon and silk dyeing, printing 
and finishing industry have been 
issued by the Federal Trade Com- 
mission. The rules are preliminary 
and subject to amendment. They 
follow the usual FTC trade practice 
pattern, covering such matters as 
advertising, pricing and _ selling 
| practices. 
| FTC will promulgate final rules 
|after briefs are submitted and a 
|hearing held. The deadline for 
written material seeking changes in 
the rules was Oct. 8, when oral 
argument started at Washingto: 


CASTLE 
MAKES MOVIES 


CASTLE 
GETS THEM SEEN! 
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. Joins United Service 2 2 ginning with October issues, will ; 
Ready National Lee M. Rousseau. formerly adver- Christian Bros. appear in Fortune, Newsweek, The Engineers Name L&T 
Cam ai n for tising and sales promotion director Wines in First New Yorker, Time and Town & DP gage neat = ae Rare = 
P g of Peter Doelger Brewing Corpora- Country. Insertions will be on a has named pt rs ehaeeea. tan 
° tion, Harrison, N. J., has joined "i "1 once-a-month basis, except in the Angeles lirect its advertisin : 
Wheat Meal United Service Advertising, New- National Drive case of The New Yorker which will |, ST ae aan tei 


New York, Oct. 9.—Following up 
newspaper tests conducted for 
Grape-Nuts Wheat-Meal in several 


markets last fall, General Foods 
Corporation will launch its first na- 
tional drive for the new “hot cereal 
that cooks in three minutes’’ this 
wee with newspaper announce- 
me! in 100 cities throughout the 
country. Copy, ranging in size from 
600 to 720 lines, appears today and 
tomorrow in cities of 100,000 popu- 
lation and over, omitting the South- 
ern states. 

The nucleus of the new campaign, 
however, Will be Wheat-Meal’s 
participation in the Kate Smith 
hour, heard over a Columbia Broad- 


casting System network on Friday 
evel 
uct will be made on the Oct. 10 
broadcast, and subsequent programs 


will continue to plug the new cereal. 
On the same date a series of one- 


minute spot announcements will be | 


inaugurated over 45 stations in key 
markets for a period of six weeks. 

General Foods first made a stab 
at the cold-weather cereal 
about five years ago with 


the first test copy for Grape-Nuts 
Wheat-Meal, said to be “an im- 
proved Post-O,” appeared in three 
markets (ADVERTISING AGE, Nov. 18, 
1940) 
utes Post-O in 
Boston districts. 
is the agency. 


New York and 
Young & Rubicam 


1941 Promotion of 
Noise Abatement Doubles 


The 1941 observance of Noise 
Abatement Week was mentioned by 
six national advertisers in their 
magazine promotion, in contrast 
with only three in 1940, according 
to the National Noise Abatement 
Council. Messages carrying the 
admonition “Stop That Noise” were 
featured. The output of posters 
and displays, folders and correspon- 
dence stickers was more than twice 
that of 1940. 

S. H. Ensinger, Remington Rand, 
Inc. headed the advertising com- 
mittee. Companies cooperating in 
the promotion of Noise Abatement 
Week were Armstrong Cork Com- 


pany, Bigelow - Sanford Carpet 
Company, Burgess Battery Com- 
pany, Celotex Corporation, B. F. 


Goodrich Company, Johns-Manville 
Sales Corporation, National Gypsum 
Company, Owens-Corning Fiberglas 
Corporation, Remington Rand Inc., 
Servel, Inc., Sparks - Withington 
Company, Underwood Elliott Fisher 
Company and United States Gyp- 
sum Company. 


Names Houck & Co. 


Virginia Craftsman, Inc., Harri- 


sonburg, Va., has named Houck & 
Co., Roanoke, to direct its advertis- 
ng. Magazines and direct mail 
will be used. 


Gets Bakery Account 
Parkway Baking Company, Phil- 
delphia, has named J. M. Korn & 
0. Philadelphia, to direct its 
idvertising. 


4 A 


SALES DRIVE 


Sure, go faster on WHK. Soar 
onew heights. The West End 
Launclry increased routes 30° 


mee using WHK. 


WHK 


Cleveland, O. 


Xep.: Paul H. Raymer Co. 


igs. First mention of the prod- | 


market | 
Post-O, | 
with tests in several areas. Last fall 


General Foods still distrib- | 


i* 


ark, as vice-president in charge of 
new business. 


Begins Newscasts 

David E. Kessler, publicity direc- 
tor of the Eastman School of Music, 
|Rochester, has begun a series of 
news commentaries over WHAM. 
The program is sponsored by Plant- 
ers Nut Company. 


Ams Appoints Reiss 

Max Ams, Inc., New York, maker 
jof bakery products, has named Reiss 
| Advertising, New York, to direct its 
advertising. 


New York, Oct. 9.—The first na- 
tional campaign for Christian Broth- 
ers’ wines and brandy, produced in 
the monastery of the Christian 
Brothers at Napa, Cal., was 
launched last week by Picker-Linz 
Importers, distributor of the line in 
the United States. Magazines are 
carrying brandy copy, while news- 
papers are plugging both the wines 
and brandy. 

Papers in New York, Boston, 
Louisville, Miami, seven cities in 
Ohio and two in Pennsylvania are 
carrying insertions of 100 to 400 lines 
twice a week. Magazine copy, be- 


carry nine insertions. Both the 
newspaper and magazine drives are 
scheduled through December. 
A newspaper campaign for 
Christian Brothers’ line a year ago 
was confined to the New York area. 
Kelly, Nason directs the account. 


Launches House Organ 


Bausch & Lomb Optical Company, 


Rochester, has launched a new 
house organ, “Balco News.” It is} 
edited by William Gannett, form- | 


erly a staff member of the Roches- 
ter Democrat & Chronicle, and 
patterned after New York’s PM. 


is 


the 


using trade and business papers. 
Starts Mail Campaign 

Ralph C. Coxhead Corporation, 
New York, has begun a direct mail 
and trade publication campaign for 
its Vari-Typer. O. S. Tyson & Co., 
New York, is the agency. 


MAILING SERVICE 


Multigraphing 


Filling-in 
Addressing Mimeographing 
| THE LETTER SHOP, Inc. 


| 440 S. Dearborn St. Wabash 8655 
’ CHICAGO 
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HOW BIG IS 


A MARKET? 


“T've often heard about the $4 billion 


spent every year on packaging. But the 
people who spent it didn’t form my pic- 
ture of a market. There was no unity, 


no cohesiveness. I couldn't find the 
media to reach them. Until I discovered 
Modern Packaging. Here was one 


medium which collected the important 


men in the important packaging firms 


together as an audience. They cover 


soda pop and pharmaceuticals and 
sporting goods and jewelry and 40 


more industries. They've made a mar- 


ket for me and the other suppliers of 


packages, materials, parts and equip- 
ment. They’re the authority in the field 
and my customers read the paper.” 


MODERN PACKAGING 
122 East 42"¢ St., New York City 


see Dae 


Py eos 


Be 


- aes 


AWD WOK MON “IS puSh "D SST 
SOILSUId NUIGOW 


‘Aysnpurt butmoib jsajspj 


$s DoUeWYy-—sjonpoid syspjd jo siesn 


ey) (Z) PUD jJesI 


Aysnput ey) (1) yooe1 


0} wntpew Ajuo ey) sy ‘Al[oInjoON 


‘}[esyt 10} sypeds soyspid sp abin] sp 


play D Jo souDUIWOp sy drysiappay] syt 


jnoqp uoysenb ou se1ey] ‘pley sy 


seond sp10Mm 1eyjo ul—saotuoryd ‘shoa 


“Ins ‘syiodar yt yoy) ‘soyspid sp Arpidnz 


sp odoos ut umorh spy jt yoy) ‘Aljsnput 


ay) jo Ayuoyyny pebpe,mouyoD oy) sy 


yoy) ‘soyspid jo aspyd A1aaa s10a0d 


SOUSD[qd UlBpO| JOY) :e1pD suospel 


ayy, “Appo) ‘Arjsnput soyspjd ay) soy] 


ididVd INO AINO 
HLIM AULSNGNI O18 V 


= i 


: a % " 7 > ; ‘ A Z x re * fd re 
- at 
4 ¥ ie 
ee » met 
> ail 
ned 
er eee — 7 Be 
oe. 
po 3 
ee ——  «®&' fe Oe. ithe 
met + Seer 
LL Pn aaa 
ae 
pe 
— Ba aie ct : 7} <hyl { biacle” 1 
‘ , : . So aa - ; a - ee 
a ie a 1 oe 5 4 ze is 7 ee . 7 Jog <a ee i r Toys). geet 
a hate chee fe, Shee oi ae ee pets: a 7 5 aes : — ; 
a es eee Sy (a wo, < ag earl Hs * Me } 4 ay ‘ 
bees : Ee tae $ ee OOS ee Ba) ae i i all ‘ee ite 
5 a ae. ihe ae 4 ey a fae 2 Ne ce ee 
‘ a a : i * * . ; i = 7 ae: ee ere e- ie 5 . “4 : c cere 
a Ee vets ‘a ea BPE 5 5s ie 0s + Rte : , a ‘ ~— a es, : 
: & Pies eg ‘ > See ae i, a ‘ i Sel bees Se i gen Ne ge 4 Ss RE RR SD " 5 ™ ee ie me 
00556 —O—OO OE ————e Sa ee ae a 
Si as ikaw) ai ei ——————— - tees a ie 
& ess: = "" , 1 ; ° lh 
re —_ _ . . -” Rl 
o- ———s tt : oh % oy : 
Daa bee —o — . “Ny . 3 et 
«5 ieangepate 3 
% “en ‘ 3 J FRO ¥ 
: . ’ : we . f , 
eee | Ez “we | Y ‘as 
fae i: Sa _ . * 5 7 pee Aa 
er : : ao Sk ee en 
, ~~ ec ae 
$ ; + . . rH a : . 7 nee ee 
Sp eee e a - ea 
. bh 0 , c enetpeittties cx ERS 0 
é . — = = ——— 
‘ ' ‘ 2s — f 
: ) — ae ; ae lig. 
4 ; . wae ee . ee oie a 
) a, — ae ines 
. rary e i. . ee os, ag 
‘ c | . a aa ae 
: i ee ae — fe Me oe % 
a — r oa Ree ee 
4 ' eS His. me rear? 
i “ : — te : es - : 
¥ a ad a. ee. ee 
ie es ee were Tr: 
fF . ) rr 7 
LK a re - ae 
; 7 ‘ ta: ran i” a” Bais 7 aie me . pa Ph ‘ 
: _ a : ary a eae ee ee 
4 oy eam ined — 
‘ + a 7 iP) an oe ag ‘we — ae 
: ee ve a iiss . Pai Bey 
ae : r = ‘ f “ 
* ali wi “* ee 
2 a << neem i: 
4 Pe a : ,- er eo. 
ee ‘ : ee Se 
itn. ead ov a 
ee nes 4s = a ; 
r ‘ ; ail . Les Ram od . ” oe 7 S tee w _ 
—_—_—_—————— ap =f . 3 a ; cot ae = a 
_—_—— 5 2 “3.4 ¥ a's E = . * wmecre << 
Sy a a " a “i 
. , m - - - Bi - nee , Bi ; “ 
me a ; ' ' a i a — — , 
“Ve : p - Pe 
‘2 oe | 7 
i ‘. 4 . An . i 4 7 
] 4 * a *"y% | \ ‘ wig 4 — , 
" EX) t\ | | — \ 
a hail Aa & 7 - 77 - q . 
| \% y 7) 44a St ; cee” a * a ~ 
>, ay < q | : i Aa ~ } 
V9 4 5 ve ; 
| . ‘A 7 [oy 4 eee . ry 7 a = 
3 Oe, % | ove nee y , 7? . ae 
iN a) ’ A = : % 
i | / , | 
' ie 
ae . a > | a 
eo. eo ae 
| me 
ia 3 . Asa ha 
Bast ee eon 7 tie % 
4 7 Ss “i ceabeeee 
“ “3 Se acid : E pi - le j ry 2 ie 
he RI aii ss te . 2 J 3 : _ a : 
| eee 5 ies ee. , a as, s Pe . 7 pet 
4 bet - e : oe — ie - 
. ies -_— 4 Paore 2 “ y * . eh i — Sd fil. Sat fer 
— ‘ Sh 5 lll aa tat . ' sore aa : F : 
i ¢ “ é ee ee aN ita a Wu ders ra . = a ee s : 
‘ "a ‘ 
" ‘ i Te, 4 
5 ee , eae 
et ae eee : 7 ee : ae ied Rig ' ; . i: : ; ae > 
eco a real hae a p 3 a pee Pees if <i ae Mo ae : ae ee gg MS PS Se er a, eget + ae Me; . 7 t=" . » 
Tes ‘ He - - ay wine” Be Fut vies SED fies is i Er ie : eee as ee es be ae 7 Po a ie pe oo 2 rein ae ge oe ys | 4 
. ia ao < ere, eae cme 0% bey ME i ety Es as ae Pet Ae Weegee ath im, Bs Fe | ee yr ees i Bed & ee 1 oa he ge 5 ae 
nent oa pus a apa ea SR ae i ae ae ae ae ee ee a se. a oe? og ee ae oe ee ae C oe: Paar ye i) 29 
i =: ee A, aes ey ae To ae Re A = ee Caer ee teas I + ee ae i te Se Cg” Sane M.S, 2: et eee. 


yg Ae 
Ve 2 
r 
+ 
. 
ty 


4) iar 


30 


ADVERTISING AGE 


pega Fi 


October 13, 194) 


ee — — a 


Emphasizes Anniversary 

In connection with the 15th anni- 
versary of Northwest Airlines, a 
special motion picture will be pro- 
duced in color portraying the rise 
and influence of air transportation. 
The film is based on an original 
story by Joseph A. Ferris, director 
of publicity for NWA. Will Jason, 
of M-G-M, and Ray Nazarro, for- 
merly of Paramount, are in charge 
of production. 


Advances Garrabant 
Arthur A. Garrabant, vice-presi- 
dent and assistant manager of for- 
eign sales for Atlantic Refining 
Company, Philadelphia, has been 
elected a director of the company. 


Names Laws S. M. 


Fred F. Laws, who joined the sta- 
tion in January, has been named 
sales manager of WLOL, Minne- 
apolis. 


\ 


p [connecricur's PIONEER BROADCASTER 


E. B. I. 


WDRC's Primary Market 
is Connecticut's Major 
Market—and Connecticut 
still leads the country '" 
Effective Buying Income. 
You can't afford to miss 


ales opportunity in 


ur $ 
ye n this 


_. this market—and © 


Hotpoint Asks 
Public to Plan 
Purchases Ahead 


Inability to Meet De- 
mand Causes Change 
in Copy Appeal 


Chicago, Oct. 9.—Twenty-three 
years ago there was a war on, and 
manufacture of electric appliances 
was permitted only on a limited 
scale. So Edison Electric Appli- 
ance Company, maker of Hotpoint 
appliances, ran a series of magazine 
advertisements of which the most 
notable was one headed, “Use the 
old as long as you can.” This adver- 
tisement advised against replacing 
appliances—no matter what kind— 
as long as they were serviceable, 
and urged repairs for such as could 
be repaired. 

Now, Hotpoint again keys its 
advertising to an emergency which 
prevents it from making all of the 
appliances it could sell by breaking 
a new theme is advertising. “Plan 
your purchases ahead and cooperate 
with our country’s defense program 
this way,” pages in the Oct. 25 issue 


of Collier’s and the Nov. 1 Satur- 
day Evening Post proclaim. Ex- 
plaining that Hotpoint’s facilities 


jare severely taxed, copy says that 
advance planning will “help us 
schedule production to cooperate 
with national defense” and urges 
the placing of “reservation” orders. 


Never Stops Advertising 


“During the 35 years that Hot- 
point advertising has appeared con- 
tinuously in national media, we 
have had to meet many business and 
national emergencies,” W. A. (Art) 


tion manager, says, “but through 
war time and peace time, good times 


GULF COAST TRAINING CORPS 
THIRD ARMY 
B™ CORPS AREA 


RANDOLPH FIELD 
FORT SAM HOUSTON 
KELLY FIELD 
BROOKS FIELD 
CAMPS STANLEY, 
BULLIS &NORMOYLE 
New Camps at: 
BROWNWOOD 
SAN ANGELO 
CORPUS CHRISTI 
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MILLIONS-A-MONTH 
IN ARMY PAYROLLS 


dA 


MILLIONS MORE FOR 
MATERIALS & SUPPLIES 


KMdA 


MORE MILLIONS FOR 
ARMY CONSTRUCTION 


kd 


STILL ANOTHER PLUS TO 
THE SOUTHWEST’S BIG 
PLUS-VALUE STATION 


50,000 WATTS 
CLEAR CHANNEL 


UAI 


NBC AFFILIATE 
MEMBER TQN 


SAN ANTONIO 


Fe “ 3 ; ; ; a 
SO Se, 


| Grove, advertising and sales promo- 


Use the Old as long as you can. 


THON ELECTR APPLIANCE CO. & 


Hotpoint copy, left, 


TWENTY-THREE YEARS APART 


Just Arouno 
OUR CORNER tetncint ____ 


te 


vintage of Oct. 5, 1918, compared with current copy. 


national advertising. We have 
merely changed our copy approach 
to fit each situation as we saw it.” 

With demand away up and vital 
material shortages restricting pro- 
duction, Hotpoint knows that its 
retailers could sell all the merchan- 
dise they can get without the sup- 
port of factory advertising, Mr. 
Grove explains, but the company is 
looking ahead to the leveling-off 
period, when business returns to 
normal, and merchandise must 
again be advertised and sold. In 
the meantime, the company hopes 
to accomplish two things with its 
advertising: to keep the Hotpoint 
name foremost in consumers’ minds, 
and to take some of the heat off its 
dealers, who see their stores losing 
|sales because they cannot make 
deliveries. 


Uses “All-Over Cartoons” 


| Hotpoint believes its advertising 
|should create and maintain good 
will for the retailer as well as for 
the manufacturer, and should per- 
suade customers to wait until they 
can get the best, instead of rushing 
to buy whatever a competitor hap- 
pens to have in stock. So Hotpoint’s 
fall and winter advertising will con- 
tinue to say, “Plan your purchases 
ahead,” utilizing the family cartoon 
technique which Hotpoint has em- 
ployed for two years, and which is 
definitely different from anything 
|else being done in this field. 

| This family cartoon technique, or 
all-over cartoon, is in itself an 
unusual innovation, proving again 
that there may be definite value in 
following a course which diverges 
| sharply from currently popular 
|practice. The “Just Around Our 
Corner” series, drawn by Dudley 
Fisher, is modeled after one of his 
popular syndicated newspaper fea- 
|tures, and classifies as_ strictly 
“corny” according to current stan- 
dards. In place of the more usual 
strip, the cartoon is all over the 
page, with anywhere from a dozen 
to two dozen characters each con- 
| tributing a balloon. All copy, while 
| informal, is selling copy about the 
| Hotpoint line—there is no particu- 
|lar glamor or story or extraneous 
“atmosphere.” 

Hotpoint and its agency, Maxon, 
Inc., started using the all-over car- 
toon technique two years ago. Both 
Mr. Grove and his agency felt that 
all appliance advertising was too 
much alike in appearance, and that, 
to a large extent, any appliance 


without causing much comment. 
Product and advertising misidentifi- 
cation, they felt, was too widespread 


in the field, and therefore a dis- 
'tinctive type of advertising was | 
| sought. 


| Gets Unusual Results 
| The new type of copy was used 
first in The American Weekly, 
|where the Fisher feature had ap- 
|peared, and was so successful in 
getting attention and complete read- 


ership that it was extended, with 
some trepidation, to other maga- 
zines. Readership checks show that 


Hotpoint copy, during the first half 
of this year, was getting approxi- 
|mately twice the “observation” and 
|more than four times the 
through” per dollar invested, com- 
|pared to the more conventional 


and bad, we have never stopped our | 


ad could have its signature changed | 


“read- | 


copy of other appliance advertisers. 

Now Dudley Fisher is doing a 
series for Aunt Jemima, using the 
same technique, and Oldsmobile has 
also used the all-over cartoon, al- 
though not the same artist. 

The fall Hotpoint schedule in- 
cludes American Home, The Ameri- 
can Weekly, Better Homes and Gar- 
dens, The Saturday Evening Post 
and Electricity on the Farm, with 
electric range and refrigerator copy, 
and House Beautiful and House 
Beautiful’s Guide for the Bride with 
complete electric kitchen copy. 


Browne Vintners Co. 


Advances Two 


John J. Fitzsimmons has been 
named advertising manager of 
Browne Vintners Company, New 
York, succeeding Jack Birnbaum, 
who has been assigned to active 
duty as a first lieutenant in the 
United States army. Mr. Fitzsim- 
mons was 
manager for Browne Vintners in 
1936-37, and since that time has 
been active in the management of 
various departments of the com- 
pany. 

Irvin Z. Grayson, formerly assist- 
ant metropolitan sales manager, has 
been advanced to the newly created 
position of national sales promo- 
tion manager. 


R. J. Reynolds Launches 


“Camel Campus Caravan” 


R. J. Reynolds Tobacco Company, 
Winston-Salem, N. C., has launched 
“The Camel Campus Caravan,” a 
15-minute program of recorded 
swing numbers, over 
broadcasting stations. 

Heard three’ evenings 


icurrent season, the program is 
|broadcast over campus stations at 
| Yale, Princeton, Cornell, Columbia, 
| Williams, Union, Brown, Wesleyan, 
|Rhode Island State and Univer- 
sity of Connecticut. William Esty 
|& Co., New York, is the agency. 


Mutual Adds Seven 

Mutual Broadcasting System has 
added seven new affiliates, bringing 
the total number of outlets to 182. 
The additions are Stations WGBF, 
Evansville, Ind.; WEIM, Fitchburg, 
Mass.; KTRI, Sioux City, Ia.; KVFD, 
Fort Dodge, Ia.; WJMS, Ironwood, 
Mich.; WATW, Ashland, Wis.; 
WBBB, Burlington, N. C. 


Gets Litho Post 
| Walter E. Soderstrom, executive 
|secretary of National Association of 
Photo - Lithographers, New York, 
|has also been appointed executive 
secretary of Eastern Lithographers 
Association, New York, succeeding 
Robert P. Inglis. 


Issues Encyclopedia 

In commemoration of the 50th 
anniversary of the _ publication, 
|'Hide and Leather and Shoes, Chi- 
|cago, is issuing an encyclopedia of 
the shoe and leather industry. 


George A. Lonbom, formerly with 


Lincoln Advertising Agency, and 
Dale Newell have opened True 
Advertising Agency in the Daniel 


bldg., Danville, Il. 


Joins “Welding Engineer” 
Frank Richter, formerly with 
Rock Products, Chicago, has been 


named advertising manager of The | 


Welding Engineer, Chicago. 


previously advertising | 


10 college 


weekly | 
throughout the first semester of the | 


ie 


Photos Feature 
Unique Dari-Rich 
Product Promotion 


Chicago, Oct. 9—By means of 
unique photographic contest which 
includes as prizes such diverse ob. 
jects as  oil-tinted photographs 
moving picture cameras and trips 
to Hollywood replete with film tests 
and a radio appearance, Bowey’s, 
Inc., will promote its Dari-Rich 
chocolate milk this month. 

Initial break of the campaign 
comes Oct. 12 with half page inser. 
tions in metropolitan Sunday news. 
papers which will set forth the con. 
ditions of the contest and list the 
awards: favorite photographs are 
to be submitted with a cap from a 
bottle of Dari-Rich, and from these 
entries, awards of 4,000 oil tinted 
snapshots and 50 Perfex movie cam- 
eras will be given and two people 
will receive a trip via TWA to 
Hollywood, there to appear on the 
company’s “Stars Over Hollywood” 
radio show and take film tests. 

Bulwarking the original inserts in 
newspapers will be half-page adver. 
tisements in The Saturday Evening 
Post and Woman’s Home> Compan- 
ion. Sorensen & Co. is the ageiicy. 


Names Frank Best 


The Industrial Timer Corporation. 
Newark, has named Frank Best & 
Co., New York, to direct its adver- 
tising. Business and technical pub- 
lications will be used. 


Stops Sunday Edition 

The Index-Journal, Greenwood, 
S. C., has discontinued its Sunday 
edition. The Saturday editions wil! 


be enlarged, the paper said. 


EYE’ CATCHERS 


FREE PROOFS! 


a 
SAVE 80% ON 
PICTURE COSTS 


| Eye*Catchers brings you pictures 
unique plan that reduces the cost t 
|} of low levels. Smart, timely shot 
| posed in one of New York's larg 
| with famous high-priced models 

1 advertising In Eye*Catche 
the best in pictures but you pay 


FREE OFFER Send today for fre pve 


woks and details 
Catchers Plan No obligations 


_EYE* CATCHERS, |i«. 
10 East 38th Street, New York 


*Reg. U. S. Pat. Office 
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We wre the MARKET Dara Boo Boo lor 


Tom Jones Parry, inc 

Seattle, Wash 

| have found the MARKET 
DATA BOOK a most valuable 
addition to our market infor- 
mation. The market data is 
in conc'se, easy to use form 
which is indeed refreshing 
and all too unusual. 


Beatrice J. Sprinkel, 
Space Buyer 
Ryder & Ingram, Ltd. 


/ Oakland, Calif. 
We have found the MARKET 
— 


Miss Louise C. Grace, 
Director, Research and Media 
Grace & Bement, Inc 

Detroit, Mich. 


The MARKET DATA BOOK is cer Fred D. Stevens, 
DATA BOOK useful because 


tainly a time saver. When in need - - : 
\] the information contained is | of statistical information on indus Uti Stevens Company 
\ ny Mn pe alee tries and markets, | usually start ica, N.Y. 


found in figures submitted by 


: with your MARKET DATA BOOK | have found the MARKET DATA 

\ individual media. | Hubert E. Hansen, Many times it gives me all | need; BOOK a very valuable ro Sate 

Associate if not, it indicates where special | have used it several times to ob- 

\ Driver & Company research must start tain a “picture” of cities located 
Omaha, Nebr 


at a distance, cities which | heve 
never visited. In each case | found 
the market information needed, 
easily and quickly 


The MARKET DATA BOOK has 

been most helpful to our entire 

staff and is referred to daily about —————— 
media and their markets 


President 
Meermans, Inc 


i Cleveland, Ohio 


We use the MARKET DATA 
BOOK for general advertising and 
sales promotion planning. It is 
particularly useful in supplying in 
formation on markets which are 
difficult to locate from any other 
source 


oe 


( 
_ Advertising agencies and manufacturers, both large and small, from all the other states too, use the 
MARKET DATA BOOK whenever they want to study, evaluate and compare markets as a preliminary to 

building an advertising campaign. They have found that the MARKET DATA BOOK offers the only 


complete source of reference information covering every factor advertisers and agencies habitually use 


as a basis for comparison of consumer buying power, whether the markets compared are as small as a 
county or as large as the entire country. 


Independent Survey Proves Multiple Uses 1942 CONSUMER 


A recent independent survey conducted among executives of adver- M A R kK E T S E D iT] Oo N 
tising agencies and manufacturers showed that 42.1°/, use the MAR- 
KET -— ials, 39.4° . The 1942 edition of the Market Data Book, now in prepa- 
DATA sOUs for determining scien potentiate 39.4%, for preparing ration, will contain all of the latest revised figures on 
a quick analysis of the market for a given line of products, 28.9°/, for all consumer markets. County, city, state, regional and 
° -_ national totals showing population distribution and sales 
selecting test markets, 27.6°/, for general advertising and sales plan- potentials, will include ail recognized indices of consumer 
ning, 23.6°/, for collecting market statistics and other information on buying power. The Market Data Book is complete, or- 


ganized, permanent—used wherever national advertis- 


certain industries, 19.7°/, as a reference source at advertising agency ing is bought. 


conferences and 6.6°/, for other occasional uses. 


Designed to help Advertisers and Agenetes to lnow thee Markets / 


THE Market Data Book | 
NEW YORK CHICAGO LOS ANGELES SAN FRANCISCO 
330 W. 42nd St. 100 E. Ohio St. Garfield Bldg. Russ Bldg. 
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B | FCC’ that the proposal be amended to/of only after full hearings and in i 
exempt their stations, most of the each case the original draft under- > - 
att e 5 lawyers argued that FCC is assum- went changes prior to adoption. The Business Digest 
sa legislative rer which Con- — : 
Ban on Multiple sss rstmen sorte por intended Viewed as tine meee ore 
an on u Ip e that the agency should exercise. He also warned that FCC’s ex- Reported by t e Business ess 
A letter from former Sen. Clar- cursion into the multiple ownership Edited by RALPH O. McGRAW 
ence C. Dill of Washington, co-| problem just now is most untimely 


Radio Stations 


Charge Proposed Plan 
Takes Power Away from 


Congress 
Washington, D. C., Oct. 7. — The 
Federal Communications Commis- 


sion’s proposed rule to ban multiple 
operation of standard broadcast 
stations within the same area was 


fied and unfair at oral argument 
here today. Attorneys representing 
almost half of the estimated total 


of 40 organizations which would be 
affected by the rule were present to 


register objections. 
With the exception of a few who 
conceded FCC’s power but asked 


SEE 
TOMORROW 


The Magazine of the Future 


November Issue 


OUT 
OCTOBER {5 
ON ALL 
NEWSSTANDS 
25 cents 


Advertising rates and sample 
copy on request, 


Creative Age Press, Inc. 


1! East 44th Street 
New York, N. Y. 


author and sponsor of both the 1927 
and 1934 radio acts, was placed in 
the record by John C. Kendall, 
representing the Oregonian Pub- 
lishing Company, Portland, operator 
of Stations KGW and KEX. Mr. 
Dill condemned the proposed rule 
and termed it “nothing less than 
law-making.” He also wrote that 
it was not the intent of Congress to | 
grant FCC the power now being | 


| exercised. | 


strongly opposed as illegal, unjusti- | 


| erates 


| 


| 


two or more stations be forbidden 
only where competition would be 
|restrained. If this plan were ac- 


|cepted, existing situations would be 
| disrupted 


jof recent years have been disposed 


Fly Surprised 


FCC Chairman James L. Fly ap- 
peared surprised at the introduc- 
tion of the letter from the former 
law-maker. He asked and was told 
how it was obtained and noted that 
Sen. Dill had made statements to 
the contrary on the floor of the 
Senate during discussion of the 
bills which became the law under 
which radio is now regulated. 

Louis G. Caldwell, appearing this 
time on behalf of Earle G. Anthony, 
Los Angeles broadcaster who op- 
Stations KFI and KECA, 
frankly admitted that he was un- 
able to prepare a brief, in view of 
the skimpy facts and the indefinite- 
ness of the proposed order. 

Mr. Caldwell did offer a 
tute proposal. He suggested that 
no applications be granted in the 
future which would give a single 
owner two outlets within an area, 
a policy which FCC has been fol- 
lowing for some time in its day-by- 
day rulings, and that ownership of 


substi- 


only if multiple owners 
could be proved to have operated 
monopolistically. 

Mr. Caldwell, one of the few at- 
torneys to take the full half-hour 
period permitted, pointed out that 
the rule was issued without a hear- 
ing. All other important 


matters | 


shows 


® Anew 'program-interest ' for WCAE listeners 
—the largest station-following in Pittsburgh 


@ 46 new, entertaining, local-built, live-talent 
8 of which are fed to MUTUAL. 


@ Exclusive broadcasts of PITT football games 
—outstanding sports events in Pittsburgh 


@ Exclusive broadcasts of the Pittsburgh 
Symphony Concerts—outstanding musical events 


i @ These PLUS attractions, together with 
MUTUAL shows and features add up to a brand 


new listening thrill for Pittsburghers 
ttt 


they re enjoving it 


and how 


And that’s only part of the story. For 
complete information as to time and 
program availabilities consult 


The KATZ Agency * National Representatives 


500 Fifth Avenue 


m 6W’¥HCA 


New York, N. Y. 


PITTSBURGH, PA. 
5000 Watts - 1250 K.C. 


in view of the fact that a court test 
of the monopoly order impends. 
Should the court verdict hold that 
FCC exceeded its power in ruling 
on monopoly FCC would be power- 


‘less to enforce any moves taken 
against multiple ownership. Adding 


that there is no urge for immediate 
action, he suggested FCC wait for 
the court decision. 

Most of the other’ attorneys 
argued that FCC has no power to 
destroy a_ situation which it has | 
“promoted, permitted, and abetted.” | 


Several attorneys said that their | 
clients took over second stations 
only at the suggestion and even| 


insistence of FCC. 

Duke M. Patrick, counsel for the | 
National Broadcasting Company | 
which now operates two stations in | 
New York, Washington, Chicago, | 
and San Francisco, pointed out that | 
there has been no complaint that | 
multiple ownership stations have 
not been operated in the public 
interest and that their licenses could | 
be revoked if that were shown. 

Inevitably, he argued, the service | 
now rendered to the listening public | 
would be damaged by adoption of | 
the rule, as well as costing broad-| 
casters millions through the forced | 
sale at distress prices of valuable 
properties. 


Rule Should Be Elastic 


Most of those appearing took the 
attitude that even if FCC does take 
final action against multiple owner- 
ship situations, the rule should be 
elastic to permit the continued 
operation of those stations not using 
monopolistic practices. Some of 
them admitted that not all multiple- | 
owned stations are operated in the! 
public interest but contended that 
their clients should be exempted | 
from the proposed regulations. 

Appearances were made in behalf 
of the following stations: KGW and 


KEX, Portland, Ore.: WKBW and 
WGR. Buffalo: WOWO and WGL. 


Fort Wayne, Ind.; WIND, Gary, and 
WJJD, Chicago; KGA and KHQ, 
Spokane: WRAW and WEEU., Read- 
ing: WILM and WDEL. Wilming- 
ton: WSBC. WAIT. and WGES., Chi- 
cago; WJAS and KQV, Pittsbureh: 


WWVA, Wheeling, and WMMN 
Fairmount, W. Va.: WCOP and 


WORL, Boston: KWKH and KTBS. 
Shrevevort; KOMO and KJR, Seat- 
tle: KFI and KECA, Los Angeles, 
ind WGBF and WEOA, Evansville. 


Ind. Briefs were filed in behalf of 
a number of other stations which 
did not participate in oral argu- 
ment. 


Moves to New Offices 

Cradle Car Service has moved 
into new quarters in the Chemical 
bldg.. and has announced the av- 
pointment of Helen Seevers. who 
previously operated her own adver- | 
tising agency, as secretarv-treasurer | 
of the company. Miss Seevers will 
direct promotion for the comnany. 
which plans to open a 
branch before Nov. 1 


Sheaffer Starts Spots 


W. A. Sheaffer Pen Company. 
Fort Madison. Ta., has begun its 
fifth vear of using a spot campaign 


under the direction of Russel M 
Seeds Company. Chicago. Snots this 
vear will stress two new Sheaffer 
models, the militarv set with clins 


which will not show above the 
regulation nocket and the Skvline 
a pen which will not leak at high 


iltitudes 


Resigns from Walgreen 


Justin W. Dart, general manager 


of the Walgreen Company since 
1939, has resigned from the drug 
chain He had. a company com- 
munication said, been inactive in 


Walgreen affairs for several months 


Joins Associated Industries 


George Marsh, formerly a mem- 
ber of the industrial designing 
partnership of Alcott, Thoner and 
Marsh, has joined the Associated 
Industries of Massachusetts, Boston. 


Chicago 


1. IT have the will for work and 
sponsibility. 
Box 3481. Advertising Age. Chieag 
(My present employer has approved this ad.) 
Soa Ss we 


Fascinating Names “Coney is coming forward stead 


ly 

for Aircraft in the seal and beaver shades. jp 

Not only are the British telling the fancy dyes imitating st: peq 
aviation men in Washington what ™uskrat, and in the silver tones as 
to do, and hanging British accents @ fur that will be within the rag 
on them at the same time, but Of the thousands of young wi men 
they’ve got us tagging fancy names Who have not more than $10) y 
on our planes, comments Aviation spend. 
for October. First came the Lock- “There has been much for\ arg 
heed “Hudson,” then the Consoli- buying on the part of the p }] 
dated “Catalina,” and the Martin this year. Its extent will be : jor 
“Baltimore.” Now comes Douglas fully realized in October. RB ‘tajj 
lwith the “Boston” bomber, and| volume will soon reveal consumer 
Brewster with its “Bermuda” dive| reaction to the tax. It will be for. 
bomber. Consolidated also has its | gotten quickly.” 
“Liberator.” Lockheed’s two-en- 


Kopf Named NBC V.P. 


gined interceptor is dubbed “Light- 


ning, ) which the writer says begins Harry C. Kopf, manager of the 
to taste of toast and marmalade. central division of the National 
But the Douglas DB-7A_ night Broadcasting Company, Chic go 
fighter, “Havoc,” is the last British | has been elected a vice-president 


word, he says—it’s the roast beef 
and Brussels sprouts. “And now we 


He was previously sales managey of 
the division and has been with NBC 


are ready for the Revenge, the |for 10 years. 
Glorius, the Triumphant—boy, fetch rN a 
my Thesaurus.” Name Griswold-Eshleman 


Taylorcraft Aviation Corporation, 
| Alliance, O., and Darling Valy> & 
Mfg. Company, Williamsport, Pa. 
|have appointed the Griswold-Es \\e- 
|}man Company, Cleveland, to direct 
|their advertising. 


Better Furs Find 
Readier Sale 

Among indexes of business activ- 
ity you can include the fur business, 
judging from a report in the Oct. 2 
issue of Fur Trade Review. While 
there has been some inclination on 
the part of wholesale fur buyers to 
delay purchases until a reaction is 
noted to the addition of a govern- 
ment tax Oct. 1, there has been a 
noticeable consumer demand _ for 
the better grade of furs. 

“There has been good business on 
mink coats,” says the report, “and 
consumers are showing more inter-| 
est now in the new cape type gar- 
ments and in. silver fox-shrunk, 
American opossum, nutria = anc 


Joins Livingston Chain 
Robert Weisenberg, formerly pro- 
duction manager of Metro Associ- 
ated Services, New York, has been 
appointed advertising manager of 
Harry Livingston, New Yi 
|apparel and jewelry store chain 


nee amc 
'Paper Raises Rates 

The Herald, Clinton, Ia., has an- 
nounced an increase in subscription 
rates for carrier-delivered pa; 
| from $7.50 to $10.40 per year. 


white fox and ermine garments for 
evening wear. 

“Persian lamb still leads’ the 
entire parade and because of its still 
moderate price is least likely to be. 
affected by the addition of a tax 
on the retail price. Raccoon is sell- 


ing better and there has been quite 
a run on this article as a trimming / 


TEX. 


fur on the sport coats. In fact, 
some of our best have fea- 
tured raccoon trimmings. Silver fox 
as a trimming on the dressy coats is 
selling well and it of 
recent price advances, may con- 
sidered, compared with other furs, 
to represent excellent value to the 
consumer. 


| ARK 


stores 


' SIP SHREVEPORT 


also, in spite 


be 


Luxury Furs in Demand 


TELL’‘EMTHRU @& 


“The luxury furs are revteiving a 


great deal of attention and it would 
seem that the fine stores and fur- 
riers throughout the country are 
meeting with a demand for such 
items as Canadian marten, lynx, 
cross fox, white fox, fine mink 
(both wild and ranch) broadtail, 1,000 WATTS NBC RED NETWORK 
leopard, fine nutria, fisher and of REPRESENTED BY THE BRANHAM CO 
course the lovely sheared beaver, SHREVEPORT, LOUISIANA ~— 


especially the Canadian types. 


I'm available any time now. 
and it is certain | 


can pros 
my worth to an advertisin 
agency or an advertising de- 


partment for these simpler 
Sons: 


l. 7 years experience of productio” 


MECHANICAL with an advertising agency with 
tional recognition. 
2. 29 years old. married. and I 


PRODUCTION 
MAN 


am told) of a stable and steady 


position, 


% | wish to advance myself. Ber 
second in’ command in my dep 
ment. and my superior young at! 
healthy. would indicate a change 


the logical solution. 
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DMAA Speakers 
Fly to Defense 
of Advertising 


Continued from Page 8) 


redoubled energy, coupled with 
practical, hard-headed _ thinking. 
Out of this present emergency, 


man) helpful ideas, plans, policies, 
principles, systems and methods 
will develop. There can be no 
relaxation of our selling and adver- 
tising efforts. Salesmen and adver- 
tisit men are needed today, not 
ony O 


cover the markets created 
by iespread employment, steady 
work and larger earnings, but to 
maintain contacts and good will 
with present customers and _ pros- 
pects, to study and plan for the 
future, to engage in the research 
whit must be done today for to- 


morrow. 

Canadian manufacturers’ should 
be cold-bloodedly businesslike 
about advertising appropriations for 
1942, delegates were told by Elton 
Johnston, vice-president of Locke, 
Johnston & Co., Ltd., Toronto, “I 
believe,” he added, “that we, as ad- 
vertising men, must study the in- 
dividual problem of each over-sold 
manufacturer rather than proclaim 
our blind faith that advertising, in 
any and all circumstances, must 
on undiminished. I am seri- 
ous when I say that there are a few 
ndividual cases where, despite an 


carry 


ver-sold. condition, more rather 
than less money should be spent 
next year. But there are many 


more cases when a smaller appro- 
will do the 


the job to 


priation because 


be done is smaller.” 


job 


Continue to Advertise 


In England war is total war, Mr 
Johnston said, yet advertising is 
said to be from 40 to 50 per cent of 
normal and large manufacturers are 
! ntaining the consciousness of 
their products and the strength of 
their brand names in the minds of 
the public. The British advertiser 
means to protect his good name but 
he has made radical revisions in his 


appropriations and has been much 
more concerned about how to ad- 
vertise than why, he said. 
Problems similar to those facing 
Canadian industry face the United 
States even though it isn’t in the 


war, Walter K. Bailey, sales man- 
ager, Warner & Swasey Company, 
Cleveland, told the delegates, and 
many manufacturers could drop all 
sales and advertising activities. But 
his company, instead of cutting off 
its advertising, increased it, con- 
sistently using direct mail, trade 
papers and general business maga- 
zines to tell about both its turret 
lathe production and about the gen- 
eral industrial situation. This type 
of copy brought the greatest re- 
sponse from readers, including hun- 
dreds of letters asking for reprints, 
he said. “When your plant can't 
meet present demands or when it’s 


a4 was a 
Bia kitagus Ad Vian 
Way back in 60 B. C. he advertised 
doings of the Roman senate on 
specially constructed bulletin boards. 
He would have thrilled at today's 
better offset 


produced by Roto-Lith. 


201 N. WELLS ST. CHICAGO. 
DEA.8SS57 * HEM.2z2il. 


sold out, that is not the time to stop 
advertising,” Mr. Bailey concluded. 
“That is the time to really get ad- 
vertising under way.” 

Wilfred Peterson, house magazine 
editor of the Jacqua Company, 
Grand Rapids, Mich., said house 
organs perform valuable service in 
guarding businesses damaged by 
the war, both by building morale 
and by creating good will. A house 
organ should be the executive's 
chief advertising and business rela- 


tions tool, he declared, but “has 
often been the office boy's play- 
thing.” House magazines of all 
types, which are sent to customers 


and prospects ,to employes, to dis- 
tributors and dealers, were urged by 
the speaker to take part in the 
present war as “a dynamic force 
for selling democratic ideals.” 
Controls imposed on business un- 
der war-time conditions are likely 
to remain and heavy taxes are 
likely to continue, in the view of 
B. W. Keightley, advertising man- 


ager, Canadian Industries, Ltd., 
Montreal. “So far as we can see 
now, however, business will con- 


tinue to operate on the profit mo- 
tive, with more government checks 
than before the war and under 
pretty heavy taxation.” Sales in 
the post-war world probably will 
be hard to obtain, Mr. Keightley 
said, adding that “it looks to me 
like a shirtsleeve business world.” 


Post-War Plans 


Delegates were told by I. 
dall, assistant to the 


S. Ran- 
chairman of 


the board, Transcontinental & 
Western Air, Inc., New York, that 
plans for post-war expansion of 
aviation must go forward now so 


that with the coming of peace hun- 
dreds of thousands of aircraft work- 
ers and fliers can be kept in em- 
ployment. “Otherwise,” he said, “a 
severe dislocation in the aircraft 
industries is bound to occur in the 
United States and Canada.” 

That America has abiding faith 
in the power of direct mail methods 
was the message laid before Can- 
adians by Harford S. Powel, di- 
rector of information, U. S. Treas- 
ury Department, who related how 
Uncle Sam successfully sold his so- 
called “baby bonds” by direct mail. 
Last May 1, new defense bonds 
took their place, with banks, radio, 
newspapers, Outdoor and car adver- 
tising industries cooperating in pro- 
moting the voluntary sale of a bil- 
lion and a half dollars’ worth of 
bonds in five months. “Under these 
circumstances, the mail order effort 
to date has consisted of careful 
testing, to determine whether to 
advertise all three issues of bonds, 
or only one; and many, many other 
questions. Are we testing ad in- 
finitum? Yes. Because when we do 
shoot the works, we want to know 
just what we can accomplish with 
the public money that is spent on a 
big mailing.” 


Officers Re-elected 

Besides President Walter, the fol- 
lowing officers of the DMAA were 
re-elected for new terms:  vice- 
president, Richard Messner, E. E. 
Brogle Company, New York; vice- 
president, Spalding Black, advertis- 
ing manager, Canadian Industries, 
Ltd., Montreal; secretary-treasurer, 


George E. Loder, president, the 
National Process Company, New 
York Delegates named as new 


members of the board of governors, 
to serve three years: Lester Suhler, 
subscription manager, Look, Inc., 
|\Des Moines, Ia., and Alexander 
}Thomson, Jr., vice-president and 
advertising manager, the Champion 
Paper and Fiber Company, Ham- 
lilton, O 
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‘March of Time’ 
Returns fo Air 
on 10th Birthday 


Build Half -Hour Pro- 
gram Around Central 
Theme 


New York, Oct. 9. Marking the 
tenth anniversary of its introduc- 
tion of a new technique in radio 
production, Time, Inc., tonight re- 
turned to the air waves as sponso1 


of “The March of Time,” after a 
lapse of two years. The familiar 
musical signature and resonant 
“Time Marches On,” uttered by 
Westbrook Van Voorhis, will be 
heard every Thursday, 8 to 8:30 


p. m., EST, over 111 stations of the 
NBC-Blue network 

Although the basic formula of 
the half-hour news dramatization 
will remain unchanged, an attempt 
will be made to weld each program 
into a more comprehensive unit by 
building it around a central theme, 


instead of the episodic news mor- 
sels presented heretofore In this 
respect, the program will lean in 


the direction of “The March of 
Time” on the screen, which evolved 
into a single program subject after 
starting out as a group of unrelated 
subjects. 

Still the production man’s night- 


mare and the sound effects man’s 
delight, “The March of Time” is 
geared to a pace swifter than evel 
before, thanks to the tempo of 
events on all the world’s news 
fronts. At least 60 of Time’s for- 


eign correspondents, scattered from 
Chungking to Lisbon and from Rio 


to Suez, will participate in the 
script writing for each show By 


will transmit comments, 
with key 
detailed 


and 


radio they 
interviews 
news, and 
mannerisms 


figures in the 
descriptions of 
speech character- 
istics 


Meet for Conference 


A typical program work week 
gets under way Sunday afternoon 
when Frank Norris, managing edito 
of Time now assigned to the radio 
feature, meets with his staff in spe- 
cial headquarters set up on. the 
third floor of the Time & Life bldg 
for a story conference. Subject mat- 
ter is selected for the following 
Thursday's and _ script 
writers get to work. The latter in- 
clude Time-men Joel Sayre, Finis 
Farr and researcher Sonia Bigman. 
By Tuesday morning the script is 
in the hands of Young & Rubicam, 
producer of the program, and calls 
are being sent out for actors to play 
required roles. The show is under 
the general supervision of Y&R’s 
Thomas F. Harrington, radio direc- 
tor, and John T. Everitt, with the 
producers in charge, Hendrik 
Booraem and A. Stronach. 

All of Wednesday and 
Thursday are taken up with re- 
hearsals. Lines must be polished, 
dramatic effects pointed up, sound 
effects worked out and musical ac- 
companiment woven into the fabric 
of the presentation. Ersatz Hitlers, 
Mussolinis, Stalins, Churchills, stroll 
past the NBC microphones. One of 
the most important gadgets in the 
whole setup is a turntable off at one 
side of the studio with a pile of 
special recordings of actual speeches 
by big-shots and little-shots, avail- 
able to any who wants to 
check his delivery and build more 
realism into his performance 

“The March of Time” program 
was evolved from an idea conceived 


broadcast 


much of 


actor 


by Fred Smith, then manager of 
Station WLW, Cincinnati. Five- 
minute newscasts based on Time 


material were made available to the 
station through the cooperation of 
Roy Larson, now president of Time, 
Inc.. while he was circulation man- 
of the magazine. The news 
dramatization format was a direct 
result of this series. 


ager 


Made Debut in 1931 


On March 6, 1931, ‘The March of 
Time” 


made its debut over 20 CBS | 


stations, sponsored by Time, Inc., 
and produced by Batten, Barton, 
Durstine & Osborn, which handled 


the program through its last broad- 
cast in 1939. In addition to Time 
and Life, sponsors included Rem- 
ington Rand, Wm. Wrigley, Jr. 
Company and Servel Electrolux 
The half-hour, weekly pattern was 
retained except for the period from 


August, 1935, to September, 1936, 
when the show was aired for 15 
minutes, three times a week In 


October, 
switched 


1937, the program 
from CBS to NBC 


Was 


Only Voorhis Left 


Of the original 1931 cast, only Mi 
Van Voorhis, known as the “Voice 
of Time,” has been a permanent 
feature of the program Some of 
the actors have appeared inter- 


mittently. At least one found hi: 
ability to impersonate so satisfac- 
tory that he talked himself right 
out of a job. This was the acto 


who portrayed Franklin D. Roose- 
velt in the program’s 
Many listeners who turned in 
lieved they were actually hearing 
the President's voice and the result- 


early days 
be- 


ant confusion brought an informal 
ban from the White House. The 
Presidential voice is the only one 
sidestepped. 


Termination of “The March of 
Time” at the end of its first broad- 
cast year set off a controversy that 
had advertising buzzing for 
months. Time asserted that an- 
nouncement of the program's end 
had brought thousands of letters of 
protest, which the magazine in- 


circles 


terpreted as an indictment of radio's 
failure to provide more atisfac- 
tory listening fare. Declaring that 
the “advertising purpose of the pro- 
gram had been accomplished,” Time 
said it was being discontinued 
cause “further expenditure on radio 
at this time would not justify it- 
self.” 

Refusing to become a 
thropist of the air,” the magazine 
that “for all its claim of 
being an educational medium, radio 
contributed little beyond 
music.” Time also observed that 
“unlike a newspaper, which sells 
advertising in order to fulfill its 
prime function of giving news, the 
advertisement is radio’s prime offer- 
ing.” 

Newspapers throughout the coun- 
try printed headlines featuring the 
magazine’s disparagement of radio 
Tempers were short. But in a few 


be- 


“philan- 
charged 


good 


months all was patched up and “The 


March of 
air. 


Time” was back on the 


‘American Weekly’ 
Reveals Quantity 
Discount Plan 


New York, Oct. 
of discounts on 
used by 
was 


9.—A_ schedule 
quantity of space 
advertisers within a year 
announced today by The 
American Weekly, to become effec- 


tive Jan. 1, 1942. The schedule fol- 
lows: 

$100,000—2 per cent; $250,000—4 
per cent; $350,000—5 per. cent; 


$500,000—7 per cent. The continu- 
ity discounts in force will continue, 
covering use of cycles of 13 pages 


every four weeks; 26 color units 
(including six full pages), to run 
every other week, and 26 color 


pages running every other week for 
a year. 

The quantity discounts are not in 
addition to the continuity dis- 
counts, since the latter apply to 
eycles only. 


Starts Restaurant Drive 
Milk Foundation, Ine., Chicago, 
has begun a restaurant drive in the 
Chicago area promoting milk as a 
source of vitamins. Kodachrome 
posters are being supplied to rec- 
taurants as well as special stick- 


ers for menu cards. The theme of 
the drive is “Get your vitamins 
with your meals.” 
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the restrictions which now inter- | or unnecessary. If advertising effec-| warehouses in today’s distribution |sale price increase averaging 194 
Boston Conference fere with full production. tively serves a worthwhile economic |setup, told delegates to the confer-| per cent, Mr. Lazarus said, the re. 
Nelson A. Rockefeller, coordi-|purpose, it is not wasteful even ence that the warehouses serve four |tail prices have increased only 75 

nator of Inter-American affairs,|though the amount of money spent important purposes in distribution. | per cent since June, 1939. 


on Distribution 
Emphasizes Unity 


(Continued from Page 1) 


afternoon session of the first day of 
the conference, unleashed a blast 
against the “illegitimate” activities 
of labor unions, and, in a forum 
discussion after his speech, ex- 
changed verbal blows with many of 
the delegates who disagreed with his 
views. 

“No private group,’ Mr. Arnold 
asserted in answer to a question, 
“can decide questions affecting an 
industry because the _ strongest 
group invariably will decide in its 
own favor and force the weaker 
groups out of business.” For this 
reason, he maintained, it would not 


be feasible to allow business to con- | 


trol itself “voluntarily.” He de- 
clared that legislation is now being 
sought which will prevent labor 
unions from pursuing ends “beyond 
legitimate objectives.” 


Answer to Monopolies 


The answer to monopolies _ is 
simpler than most people imagine, 
Mr. Arnold said. It can be done by 
breaking down the obstacles to pro- 
duction created by dominant groups 
Other points he listed included at- 
tacking erection of trade barriers be- 
tween one point and another, freez- 
ing of independent business by com- 
binations which seek to “dominate 
the market,” restraint of trade 
distribution of the necessaries of 
life by local groups, and the re- 
fusal of labor monopolies to remove 


ADVERTISING 
AGENCY 
WANTED . 


to invest in the services of a man with an 
outstanding record in advertising, merchan- 


dising and sales promotion for one of the | 


country’s leading manufacturers. Desires 
to join Agency field and confident can make 
important contribution on any package 
goods problem. Has wide range of con- 
tacts and believes prospects excellent of 
bringing in some new business over period 
of time. Terms no problem for right oppor- 
tunity. Box No. 3499, Advertising Age. 
New York, N. Y. 


(Adv.) 


ABOUT PRINTING 


Man with Whiskers Stirs 


Printing Demand 
By RICHARD L. HOPE 
It’s been two weeks since we used 
this space to tell you a thing or 
two about ourselves. 
But honest, we've been busier 


than all get out so we let the house | 


copy slide. 

For that we can’t be blamed. 
creative department is geared 
produce printed ideas that SELL 

. to prove our capability of “tal- 
ent to originate and skill to pro- 
duce” . and they've been clicking 
week in and week out with pleas- 
ant, interesting and profitable 
regularity. However, what with the | 
ruckus raised by the man with the 
whiskers and his priorities, the 
demand for printers ink on quality 
paper has gone up. That’s not news, 
of course. It is indicative though 
of the trend toward preparedness 
on the part of advertisers to fortify 
themselves with printed sales am- 
munition now—a sort of home de- 
fense project of their own, if you 
will. 

And that’s where we fit in. 

We’re busy helping an appre- 
ciable group of national advertisers 
with their printing problems. More- 
over, we’re not only helping them 
guard against tomorrow’s prices. 
We're right in there pitching on the 
production of ideas, layouts, copy, 
illustrations, engravings—and qual- 
ity printing. In all, a nicely-round 
plus service that’s at your disposal 
too. Let’s know your problem and 
we'll tell you how we can fit into 
your picture. 


Our 


AMERICAN COLORTYPE co. 
Talent to Oricgina f duce 
Chicago Now York Clifton Coshockton 


| assistant 
| States 


to | 


jretailing and take 


jadvertising sells 


whose address highlighted the first|for it be doubled or trebled. 
stressed the | 


|day’s luncheon session, 


” 


Dr. Julius Hirsch, noted econo- 


importance of credit operations at| mist, told the second day session that 


this crucial period. 
early beginnings of credit in this 
country, which began with the es- 
tablishment by the First National 
3ank of Boston of a center for the 
investment of United States capital 
in the Argentine Republic, Mr. 
Rockefeller 


and others have made great ead | 20mg pee called 
But 


developments possible. 


Outlining the} 


/away 


the country was in no danger of 
experiencing what he called “run- 
inflation.” “If you under- 


jtions; 3. 


\stand by inflation,” said Dr. Hirsch, | 


“a tendency to raise prices, 
even by official measures, 
ances and propaganda, 


partly 
utter- 


a ‘mild’ 
you understand 


inflation. 


if by this— 


In explaining the vital importance | what the greatest majority of the 


| of credit operations in building up | American people does 
hemi- | 


ja defense program for this 
| sphere against the perils of world 
war and physical conquest, Mr. 
Rockefeller declared ‘“‘The preser- 
vation of every foot of soil on this 
hemisphere from foreign economic 
and political control or from the 
military conquest of hostile sys- 
tems of government is as important 
to us today—many times more im- 
portant—as it was 118 years ago 
when the Monroe Doctrine was pro- 
|claimed; and that while in this cru- 
cial autumn we are mobilizing our 
‘fleets and armies and munitions and 
our sacrificial spirit to defend that 
hemisphere, the first armies which 
were mobilized to defend it were 
the armies of credit.” 


Cost of Credit 


The slight cost 
these “armies” was shown by 
speaker who told the delegates to 
the conference that hundred 
million dollars has been made avail- 
able to the other American repub- 
lics, along with another $50,000,000 
in treasury loan for currency 
stabilization purposes to the Argen- 
tine. Although commitments to- 
jtaling $321,031,985.02 have been 
/made, up to the middle of August, 
,only $92,211,901.59 had been dis- 
bursed. “Of this amount,” Mr 
Rockefeller said, °$55,556,416.62 
has been repaid.” 

The investments 
credit tided the other Americas over 
jin the autumn of i939 until we 
could begin with our big scale de- 
fense buying “Our $450,000,000 
import purchases in 1938 from the 
other republics in the hemisphere,” 
the speaker asserted, “grew to $620,- 
000,000 in 1940. This year they are 
running at the rate of more than a 
billion. Thus we have practically 
taken up the slack left in the trade 
of the 20 republics due to their loss 
of the continental European mar- 
kets.” 

The scheduled 
vertising’s Public” by Dr. Kenneth 
Dameron of the college of com- 
merce, Ohio State University, and a 
member of the Committee on Con- 
sumer Relations in Advertising, 
Inc., was delivered by Vergil Reed, 
director of the United 
Bureau of Census because 
Dr. Dameron was unable to attend. 
The Dameron speech recommended 
advertising and a wider use of it by 


of maintaining 


seven 


in hemisphere 


address on “Ad- 


business as a medium of informa- 
tion as to how business lives. “Per- 
‘haps,” said Dr. Dameron, “adver- 


tising might well take a lesson from 
the consumer be- 
Businessmen know 

They also know 
eat contribution to our 
but if going 
consumer relations 
programs, we must be prepared to 
give consumers facts rather than 
declaratory statements The ad- 
vertising consumer relations prob- 
lem requires leadership.” 


hind the scenes 


it makes 
economic order, 
all the way in 


a gi 


we are 


Takes Issue with Government 


The speech took issuance with the 
government's attitude toward ad- 
vertising and Dr. Dameron declared 
that the government's attitude 
ranges “all the way from distrust 
of advertising and disbelief in it to 
wholesome acceptance of the role of 
advertising.” There are in 
important positions in the govern- 
ment who simply do not believe in 
advertising and others who are on 


some 


the fence 

“The amount of money spent on 
advertising,” Dr. Dameron con- 
cluded, “has no bearing on the 
question of whether it is spent 
thoughtlessly, idly, needlessly or 


whether the expenditure is useless 


the | 


jon anti-profiteering 


—a runaway 
inflation or even a tendency to run- 
away inflation, then I say definitely 
no. America is not on the verge of 
a runaway inflation and is not likely 
to enter one in any near or even 
more remote future.” 


Outlines Proposal 


= 


European experience offers < 
price fixing method that would be 
practical for this country, accord- 
ing to Dr. Hirsch. “This depends 
and fair price 
clauses whereby a limitation of ex- 
cess profits can be attained in the 
areas not covered by maximum 
prices. This clause has been an 
intrinsic part of price control legis- 
lation all over Europe. It transfers 
the responsibility for a reasonable 
limit of profit from the price ad- 
ministrator to the conscience of the 
sellers. But a fair price clause alone 
will not solve the problem of price 


control. No price fixing can last 
jany length of time if you do not 
establish a control either of com- 
modities by rationing, or of the sell- 
ers of commodities by licensing.” 
Urging Americans to “de-ice the 
isolationists’ through unity and 


production against Hitler, Cornelius 


V. Whitney, board chairman of the 
Pan-American Airways and presi- 
dent of the American Arbitration 


Association, suggested a three-point 
program for aiding businessmen and 


workers to solve defense and post- 
detense problems 

Whitney recommended the fol- 
lowing 

1. Businessmen and workers 
must cooperate wholeheartedly in 
the cause to which the American 
people are committed—the defeat of 
Hitler. 

2. Employers and labor unions 
should streamline their activities 
now by adopting voluntary arbitra- 
tion for the settlement of commer- 
icial and labor differences which 
might upset production. 

3. Every American should ex- 
amine and plan now for the future 
of his business or his job 

Tell It to Public 


Lt. Colonel! Ralph K. Strassman, 
vice-president of Ward Wheelock 
Company, New York, declared that 
while the delegates were aware 
that mass production, efficient dis- 
tribution and advertising were in- 
terdependent and indispensable to 
the economic and social system, “we 
cannot afford to assume that the 
plain Mr. and Mrs. America share 
this knowledge.” 
“This many-sided 
in a war economy 
quires the best 
ment and labor 
out. “Industry must arm America 
and at the same _ time = sustain 
civilian morale working out 
methods which will entail the least 
possible dislocation of normal chan- 


iob of 
is one 
efforts of 
alike,” he 


industry 
which re- 
manage- 

pointed 


bs 


nels of consumers goods supplies 
Industry must use its influence to 
bring about long range planning 
and coordination of the national ef- 
fort, with an eye to the future 
Above all, it must guarantee its 


own survival by proving to the pub- 


lic its indispensability to the free 
way of life 
“This can be accomplished only 


when and if the public understands 
the issues involved; and advertising 
the natural instrument for in- 
dustry to use in telling its story 
to the nation.” 


1S 


Purposes of Warehouses 


Dr. John H. Frederick, professor 
of transportation and_ industry, 
school of business administration, 
University of Texas, describing the 
function of public merchandise 


then Amer- | 
declared that this bank|ica may still bring about what Mr. | 


These four purposes are: 1. the} 
age-old function of warehousing, 
pure storage; 2. helping producers | 
meet changing distribution condi- 
reducing costs of distribu- 
tion, and, 4. facilitating financing 
between the time of production and 
the time of consumption. 


U. S. Can Handle Debt 
Harry Scherman, president of the 


|Book-Of-The-Month Club and au- 


‘thor 
By,’ 


| delegates 


of “The Promises Men Live 
told the conference that the 
national debt of $50,000,000,000 
could easily be doubled without in 
any way straining the country’s 
ability to pay. He reminded the 
that England’s national 
debt approximately $1,000 per 


is 


|person while doubling the present 


;to only $900. 


national debt in the United States 
would bring the per capita ratio up 
“To say,’ Mr. Scher- 
man declared, “that the American 
people, so much richer than the 
British, cannot carry a public debt 
burden of $900 per person is merely 
to say that we haven’t the good 


‘financial sense to do so.”’ He added 


ithat federal 
i\be maintained easily 


income receipts would 


at the cost of 


Dr. Melvin T. Copeland, of the 
|Harvard Business School, told the 
conference that the cost of the de. 
lfense program should come ou: of 
current income. “A theory on meet- 
ing the cost of war,” the Harvarg 
professor said, “is that we should 


\let future generations pay for the 


wars which we fight in their be \alf 
That is the chief ground on which 
the issuance of bonds to pay the 
cost of war has heretofore 
rationalized. The weaknesse: jp 
that theory are: first, future © en- 
erations may have wars of 
own to fight—this current war ‘a, 
not put an end to all wars inj 
more than did the first World iY 
second, about the meanest her: ge 
that any generation can pass ©. ¢ 
its children is a mass of debt; t 
from an economic standpoint, ist 
of the real cost of war mus. be 
paid while it is being fous 


through forced curtailment = ;; 
icivilian consumption, a curtailr ent 
forced by a rise in prices if 

by other means.” 

“To meet the conditions w) ch 
|we now face,” Dr. Copeland con- 
cluded, “our other types of ti xes 
ineed to be supplemented by a set 


$13,000,000,000 a year to pay the |of excise taxes which should be .p- 
costs of government, interest and | plied, I believe, to most comm¢ (i- 
a portion of the debt. ties except food, fuel, and 
Edward S. Marcus, Dallas store |cheaper grades of wearing apps ec! 
executive, declared that a decided There are objections, of course, 
swing to gay and colorful styles which can be raised to such an ©x- 
patterned from costumes of the |cise tax program. In order to n 
countries south of the Rio Grande \the emergency, however, and t i 
is directly traceable to the war and|jin preventing greater  hards 
growing friendly Latin American|which would result from a r: i 
relations. Mr. Marcus said South|rise in commodity prices this - 
America promises to be a great mar- | cise plan seems to me to be the 


ket with the countries rich and ex-|jeast of the evils. 


panding. He claimed that business- 
men in Brazil scoff at profits of less 


than 25 per cent on their invest- 
ments. 
Talks on Plastics 
Enthusiastic reception of femi- 


nine accessories 


made of plastic was | 
ireported by H. M. Richardson, chief | 


The prices of th 
'commodities presumably will be 
creased by the amount of the tax: 
‘but that increase will be contri! 
iting to the preservation of a sou 
financial structure for the gove: 
ment and thus help to check mor 
iserious price advances. As soon 
the emergency is passed, the excise 


. taxes should be immediately re- 
engineer of the General Electric a , 
. : pealed and the other taxes light- 
plastics department. Mr. Richard- Rees . 
ened, so that civilian demand « 
son told the conference that the eae : ; 
ee of wlastic for these andacts in- |"***¥* and enterprises can agai! 
se astic se gi ‘ts - : 
, oe afford to take the risk of starting 
stead of metals needed for national oes es OF 
new business ventures. 
defense has been welcomed by the 
female population. He traced the Objectives of FTC 
history of plastics from the inven- 


tion of celluloid and explained some 
of the various types now in use. 
Leading off a series of national 
defense discussions at the second 
day of the conference Willard 
Chevalier, publisher of Business 
Week, declared that civilian produc- 


tion must be kept up to the highest 
possible level to provide income for 
defense 


taxes. “It is premature,” 
he stated, “to talk  fatalistically 
about a lowered standard of living. 


By stepping up production we may 


be able to meet defense needs and 
consumers’ needs too. We don't 
know yet what our potential pro- 
ductivity is. We do know that the 
taxable income to pay the defense 
bill can come only from non-de- 
fense enterprise.” 
Speaking on “Export Control 

Expediting Our Exports,” Brig. 


Gen. Russell L. Maxwell, former ad- 
ministrator of export control, 
stressed the fact that there must be 


no serious impairment of our living 
standards and declared he believed 
the retailers are eager to go along 
with the government Describing 
the rising defense production plans 
as reaching $35,000,000,000 by 1943, 
Brig. Gen. Maxwell pointed out 
that this is 87's per cent of the na- 
tional income for 1932. “It won't 
be easy,” he maintained, “to trans- 
fer from that kind of economy to 
a peace time economy without a 
terrible disruption of living stand- 
ards that might come from unem- 
ployment and distress.” 


Retailers Cooperate 


Another speaker who bekKeved the 
retailer eager to cooperate with the 
government was Fred Lazarus, Jr., 
chairman of the retailers’ national 
advisory committee, who told the 
conference that retailers have 
worked zealously in cooperation 
with the government to keep prices 
stable and that results have been 
very successful. 


Despite a whole- 


James A. Horton, chief examin: 
of the Federal Trade Commiss! 
loutlined to the conference the 
jectives of the commission in 
ministering the law entrusted to 1! 
Summing up the functions of 1\« 
FTC, Mr. Horton declared, “tod 
the economic system of Americ: 
seriously threatened from without: 
let us determine that it shall no 
longer be threatened from wit)! 
by the narrow service of self i 
that we will accordingly wipe out 
the aggrandizements of power, ‘ne 
illegal restraints placed upon 
and free competition; the deceptive 
exploitations of the public w 
are condemned by law becaus: 
their demonstrated menace to ‘he 
national health. 

“Let us reorganize the mare f 


— 


SS VT 


Defense Jobs 
in Kansas Total 
285 Millions 


In the fiscal year ending Jur 39, 


1941, Kansas received 285 ! ym 
dollars from defense expend es 

Much of that total was sp in 
Wichita ... Kansas’ booming m- 
ber one metropolitan marke! ind 
that’s not hay! No sir! That ! of 
government spending mean n- 
ty of consumer buying. 

And your product will be i» de 
mand in Wichita if you tell ple 
about it through KFBI, the 10 
neer Voice of Kansas.” Let's start 


selling—NOW! 


avn eave aie ‘ 
The Pioneer Voice of Kattt® 


KFBI - WICHITA 


5000 WATTS DAY @ 1000 WATTS "''” nite 
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Thus will our econ- 


expenses per cent ol 
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el a _ ~ ~~ - es - - ——a a 
+ Henry Hoke, publisher, The Repor- Ad & 
Announce Special 72 drei tei adverising, New Admen Converge 
York, for “Most Effective Use of | ayy Chicago for 
- Good Showmanship in a_ Direct g 
a o Awards Winners Mail Campaign.” Awarded to Royal M M ti 
Typewriter Company, New York. any ee ings 
13. Time-Life-Fortune cup, given) Chicago, Oct. 9.—A_ substantial 
- by Nicholas Samstag, circulation portion of America’s publication 
Wn on es promotion manager of Time, for|and advertising population — will 
“The Letter or Campaign of Letters | gather in Chicago next week for 
ies Got 6. weil Most Effectively Combining Sales |the annual “ABC Week,” during 
ry an ~. Results with the Cultivation of y, me lewanhe 
; > . esults with 1€ u a ( hich the Audit B > yf Cir ula- 
winners of the 1941 contest of the Go4g wil” Awarded to United which the Audit bureau ¢ cula 
= Direct Mail Advertising Association ie I —~ , Awarded to Unled | tions will hold its annual meeting, 
- ; : yee F Air Lines, Chicago. p ' > aiionnttad , 
= er . “re ; . 4h ’ and numerous other advertising and 
1e rates for this department are as follows: were announced here tonight at the ees publishing groups will meet 
Help Wanted,” “Positions Wanted,” “Representatives Wanted,” anc |annual DMAA banquet with the . = 7 : 2 
‘Representatives Available,” 30 cents a line, minimum charge $1. Term: | observation of President’ and Pres- The ABC will meet at the Stevens 
ae ween Soar ¢ > Walter. ; na SiS eVed § tel, Oct. 16 and 17, and the most 
“~All other classifications (single insertion rates): % in., $2.75; 1 to 3 in. |ident-elect L. Rohe Walter, ad- Hotel, \ i. mg 
$4.75 per inch. vertising manager, The Flintkote important item on the agenda is the 
— |\Company, New York, that the board ba matter of visualizing newspaper 
HELP WANTED POSITIONS WANTED of judges was impressed by the wide xpen | ures 0 circulations, in accordance with a 
(SSISTANT bs THE PL BLISHER— | Mechanical Production on ' 7 variety of campaigns submitted. plan Ne gry 4 ot the ap- 
OP! unity or a young man of; years experience now employed DY &@/ gianial awar , — proval of the # * board, 
aie ability in eastern organization | national advertising agency wishes to |* pecial awards winners one . : : ae Ries 
pul ing two class prmseencions o advance himself °9 vears old and 1. Typography cup, given by aml ies The Newspaper Advertising Ex- 
' g ports t fheids p Ss iarrie 7 . . — 7 p eke . af on a . 
sta ein important | Sel m. .. married. ADVERTISING AGE, Cheo, Frederick B. Heitkamp, vice-presi- . . ecutives Association will start the 
““ salesman of advertising and | AYE dent, American Type Founders Sales vitasiiiias » C. Ot tn _| week off with sessions on Monday 
kt how ms. improve. Pee ry ee loutstanding production record, four Corporation, Elizabeth, N. J for ashington, , ct. 9. 1€ and Tuesday, Oct. 13 and 14, at the 
pra ~~ i yet har tg oO = u — | oo a per ae Appian! i “The Best Example of Modern most comprehensive analysis ever Blackstone: the Advertising Spe- 
" ’ — ? ; . ist connection Successtu ecore 1] . os . ‘ “over r fi ilies ‘ati ; 

: , : o s “tl Ie on a ane attempted to discover how families , , I: . Associ: , 
sale “ Td nena ae aan | building real organization and terri- | Typography in a Direct Mail Cam- |“, 4 ne ; > levels spend cialty National AssociaVon : will 
rene sartinont facts : — development Recognizes — paian or Aw irded to radio station ot dif erent income evels spe n meet at the Stevens, Oct. 13-16: the 

. . . r . ecess o yersonal nuvel ne any . ‘ € att « sta = a . “a oor , 
95, ADVERTISING AGE, N.Y. | ('"y" — Es i. to ual hdlinuas business | WOM of Mau Yost their money was published today [Inland Daily Press Association will 
Publishers’ Representative wishes and training men experience Lor 2. Consumer direct mail _ by the National Resources Planning meet at the Sherman, Oct. 14-15; a 
draft exempt young man for space!/ jast eighteen years in Southwestern 7s ‘ \. — om Board in a volume called “Family , ; > 
x x. Write giving age, religion,| States in food lines with enviable| given by Homer J. Buckley, presi- |. see ve ; +7 se ay meeting of the Agricultural Pub- 
courses, health, present work, |} connections, contacts and references dent. Buckley, Dement & Co.. Chi Expenditures in the United States. lishers Association will be held at 
sa expected, references. _— . _ | but willing ge any Where Awe 40), _ nee 7? = < ; , 1l- The study covers a 12-month pe- th > Stevens on Wednesday Oct 15 
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my unerringly advance toward its 
lighest and fullest development be- 
enhancing the public weal, 
vill create public goodwill and 
the rewards of public confi- 

To this end, your govern- 
ment offers its complete coopera- 


eap 


dence. 


Other Speakers 

Other speakers included C. Oliver 
Wellington, president, American In- 
stitute of Accountants, whose topic 
was “Business Costs in War Emer- 
gencies”; Arthur O. Dietz, presi- 
dent of Commercial Investment 
Trust, Inec., “Instalment Selling and 
the Defense Program”; James Stan- 


ey McLean, presidentfi Canada 
Packers, Limited, “Canadian-Amer- 
can Trade Relations’; James Par- 
‘on, business manager, air express 
edit Time magazine, “Time 
Views Latin-America”; Enrique De 
Loza Consejero, Office of Coor- 
tinat of Inter-American Affairs, 
Inter-American Relations’: Carl 
‘ow, author of “Meet the South 
Americans” and other books, “The 
Amer an Way of Doing Business”; 
Vougl.s Miller, former U. S. com- 
——— 


for 


BETTER COPIES | 
BETTER SERVICE 
BETTER LAYOUTS 


MPI COPY SERVICE CO. 


3) Wacker Drive ... CHICAGO 
* 41° Lexington Ave... NEW YORK 
* Noth-Chester Bidg. . . CLEVELAND 


Fe ey ae 


of House and Garden, “Forests and 
Furniture”; 


and Mrs. Alice K. Per- 
kins, director, Fairchild Fashion 
Bureau, “Volume Business’ and 
Fashions.” 


The conference was sponsored by 
the retail trade board of the Boston 


Chamber of Commerce in coopera- 
tion with the Harvard University 
Graduate School of Business Ad- 


ministration, Boston University Col- 
lege of Business Administration, 
Massachusetts Institute of Technol- 
ogy and some 60 other schools and 
|organizations. 


Sunkist Breaks 
‘Records, Continues 
$2,500,000 Drive 


New York, Oct. 9.—Despite the 
loss of the European market which 
accounts for 1,000,000 boxes of 
Sunkist fruit, the California Fruit 
Growers Exchange this season has 
broken all sales records in its 50- 
year history and will continue its 
advertising budget by $2,500,000 for 
the 1941-42 season, Russell Z. Eller, 
idvertising manager, revealed at an 
Eastern conference today. 

Outlining promotion plans for the 
coming year, Mr. Eller said that 
newspapers, magazines, radio and 
yutdoor will be used, with emphasis 
throughout the campaign on the 
vitamin content of Sunkist fruit and 
ts importance in the daily diet. A 
large share of the budget will be 
illocated for merchandising, regu- 
arly an important phase of the ex- 
*hange’s operations and the staff of 
jealer service men will be _ in- 
‘reased beyond any previous season 

Lord & Thomas directs the Sun- 
kist account. 


sales 


| “Butlers’ Staff’ Moves 


Butlers’ Staff, New York, has 
moved from 280 Madison avenue to 
14 E. 47th street. 


Awarded to Merck & Co., 
York 

6. Color in direct mail cup, given 
by Herbert Kaufman, advertising 
manager, General Printing Ink Cor- 


Inc., New 


poration, New York, for “The Most 
Effective Use of Color in a_ Di- 
rect Mail Campaign.” Awarded to 
Aberle, Inc., of New York 


7. House organ cup, given by G 
D. Crain, Jr., publisher, ApvertTis- 
ING AGE and Industrial Marketing, 
Chicago, for “Campaign Including 
the Most Effective Use of House Or- 


gans—Internal and/or External.” 
Awarded to Shell Oil Company, 
New York. 

8. Jim Mosely cup, given by 


James M. Mosely, president, Mosely 


Selective List Service, Boston, for 
“The Best Campaign for Getting 
Orders Entirely Direct By Mail.” 
Awarded to Southern States Iron 


Roofing Company, Savannah 


Given Farmers’ Exchange 


9 
y 


Service organization cup, given 
= me be 3Jecker, advertising 
nanager, National Cash Register 
Company, Dayton, O., for “The 
Vost Effective Direct Mail Cam- 
vaign for Service Organization.” 
Awarded to Eastern States Farm- 
‘rs’ Exchange of Springfield, Mass 

10. Effective letters cup, given by 
Arthur W. Theiss, sales promotion 
manager, Ohio National Life Insur- 
ince Company, Cincinnati, for 
“Achievement Through the Use of 
1 Letter Campaign.” Awarded to 
The Church of the Redeemer of 
Baltimore. 

11. Non-subscription consumer 
magazine cup, given by Gates Fer- 
fuson, direct mail division of R. L. 
Polk & Co., Detroit, for “Best Non- 
Subscription Consumer Magazine 
published a Direct Advertising, 


1 


as 


Good-Will and Sales Promotion 
Medium.” Awarded to “Friends 
Magazine,” Chevrolet Motor Di- 
vision, General Motors Sales Cor- 
poration, Detroit. 

12. The reporter cup, given by 


i 


this total was about evenly divided 
between housing expenditures and 
all other consumer services. About 
10 per cent went for semi-durable 
goods and about 9 per cent for au- 
tomobiles, household equipment and 
other durable equipment 

The proportion of total expenses 


of lower income families was par- 
ticularly small for durable goods. 
The lowest one-fourth of families, | 


with incomes under $710, accounted 
for only 4 per cent of all money 
spent for automobiles, whereas the 
highest quarter accounted for 
per cent. The highest quarter, with 


incomes exceeding $1,840, spent 
over half of the money going for 
household furnishings and equip- 


ment while the bottom one-fourth 
contributed only 6 per cent 
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famous Hotels in AMERICA 


...became famous through 
its unsurpassed facilities, 
its superb food, the un- 
varying graciousness of 
its service and its vigilant 
management. And you will 
also appreciate its rea- 
sonable rates. 


BELLEVUE-STRATFORD 


| CLAUDE H. BENNETT 


General Manager 


KKK KKK 


The Old-Fashioned Way 
First the engraver—in one 
place. Then the typographer— 
maybe half a mile away. After 
that the printer — maybe a 
mile off in another direction. 

Calling in—interviewing— 
giving instructions—checking 
up—telephoning. Trouble— 
worry—uncertainty. 

After that—misunderstand- 
ings — mistakes —corrections. 

Why continue the old-fash- 
ioned way? It 


Wastes Time and Money 


Ad-Setters 
Phone Wabash 7820 


PRINTING 


KEEP ON DOING IT 
—— 4, the old Costly Way? 


THE FAITHORN WAY 


Call in ONE concern and give ALL 
your instructions to ONE MAN, 
to handle ALL THREE operations. 
Then you'll have— 


ONE man to instruct—instead of three. 
ONE order to write out. 
ONE firm to deal with. 


ALL responsibility is now with ONE 
instead of three—you’ll get undi- 
vided interest and attention. This 


Saves Time and Money 


FAITHORN CORPORATION 


Engravers Printers 
504 SHERMAN STREET. CHICAGO 


DAY AND NIGHT SERVICE 
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Expect FCC 
Compromises on 


Monopoly Order 


News Piracy Case Fea- 
tured in Newspaper 
Hearing 


Washington, D. C., 
unconfirmed reports that action 
to be taken shortly on proposed 
changes in the monopoly rules, the 
Federal Communications 
sion resumed its newspaper-radio 
investigation this week by delving 
into press association relations with 
broadcasters in the sale of news. 

Compromises in the monopoly 
order are expected to be adopted 
by FCC within a fortnight. In ad- 
dition to relaxing option time re- 
quirements, it is believed likely 
that FCC will grant the National 
Broadcasting Company an indefinite 
postponement of the time when one 
of its networks must be sold. 

Testimony heard at the news- 
paper hearing featured a recital of 


Oct. 9.—Amid 


the celebrated “news piracy” case 
involving Station KVOS, Belling- 
ham, Wash., and the Associated 


Press. The wire service, which sued 
the station in 1934 for stealing its 
news, won a district court verdict. 
In 1936, however, the Supreme 
Court refused to hear the case and 
threw out lower court proceedings 
on technical grounds. 


RCA Becste Servicemen 


RCA Mfg. Company, Camden, 
N. J., salutes radio service men 
with a series of full-page adver- 
tisements appearing monthly in 


Collier’s which began with the Oct. 
11 issue. The copy points out that 
radio is an important means of com- 
munication in times of emergency 
and the desirability of keeping old 


receivers operating efficiently. 


ADVERTISING MEN 


* Yes—we want you to expe- 
rience the convenience and 
comfort of this hotel — cen- 
trally located in the heart of 
the agency district. Copy writ- 
ers, artists, production men— 
all who burn the midnight oil 
to bring an advertiser's mes- 
sage to the masses—will find 
sanctuary here. Our overnight 


kits help make unexpected 
detention in town easier to 
bear. 


You'll like our accommoda- 
tions: 800 pleasant rooms from 
$3.00, each with both tub and 
shower and radio. Home of 
the famous Glass Hat, where 
you'll relish luncheon, dinner, 
supper, or a nightcap after a 
siege at the office. 


— NOTE — 
Several agencies have found it ad- 
visable to make special arrange- 
ments here for their entire staffs. 


We will be pleased to have our rep- 
resentative call on office managers 
to discuss the merits of such an 
arrangement. 


Hotel 


is | 


Commis- | 


WANTED! 


SPAB Bans 
Non-Defense 
Construction 


Washington, D. C., Oct. 9.—The 
Supply Priorities and Allocations 
Board adopted a policy today which 
bans all new non-defense construc- 
tion projects which require scarce 
materials. The policy applies to 
private and public building and the 
priorities division of the Office of 
Production Management will not 
release supplies of materials except 
for direct defense projects or other 
|work necessary for the health and 
lsafety of the public. 

In effect, the new policy means 
that two tests will be applied on all 
‘future building projects: 1. Does it 
linvolve the use of appreciable 
iquantities of critical materials? 2. 
\Is it directly necessary for national 
defense or clearly essential for the 
icivilian population? If the answer 


to the first question is “yes” and to | 


the second one “no”, priorities for 
\critical materials will not be issued. 
| Suggests Code Suspension 


SPAB ruled that on projects al- 
ready started and of which a sub- 


stantial portion has been com- 
pleted, efforts will be made _ to 
provide materials. SPAB also 
jurged all federal, state and local 
government agencies to refrain 
from issuing permits or other au- 
thorization for unnecessary’ con- 


struction. 

SPAB suggested that municipal- 
ities with building codes which re- 
quire the excessive use of scarce 
materials suspend the rules for the 
duration of the emergency. Build- 
ing materials already critically 
short include steel, copper, 
bronze, and aluminum. 

The policy announcement = ap- 
pears to give the priorities division 
of OPM a veto power over Con- 
|gress, for no matter what projects 
are authorized scarce materials will 


brass, 


not be obtainable unless OPM 
deems the need strong enough to 
warrant priority assistance. 


MBS Writ Halts 
Muzak Airing of 
World Series 


New York, Oct. 7.—An attempt 
by Muzak Corporation to transmit 
|to its wire subscribers the play-by- 
|play World Series description aired 

Mutual Broadcasting System 
'was terminated by prompt court 
action here last Saturday, when 
Supreme Court Justice Ernest Ham- 
mer granted an injunction, upon 
application of Alfred J. McCosker, 
chairman of the MBS board. 

Declaring he was “amazed to see 
posters on various restaurant win- 
dows announcing, ‘Come in and 
hear music by Muzak and the World 
Series Play by Play,’” Mr. McCos- 
ker pointed out that Gillette Safety 
|Razor Company had paid $100,000 
for the privilege of sponsoring the 
|programs and MBS had “expended 
large sums of money and laborious 
efforts in competition with other 
|broadcasting systems” to obtain 
|exclusive broadcast rights. He ob- 
served that on occasions in the past 
Mutual had granted Muzak permis- 
sion to repeat certain broadcasts, 
such as symphony music, but no 
permission had ever been sought in 
connection with the baseball classic. 
Mr. McCosker also complained that 
in transmitting the play-by-play 
account, Muzak failed to include 
the Gillette commercials. 

In granting the injunction Justice 
Hammer rejected the defense con- 
tention that there “is no encroach- 
ment on the rights of the plaintiff 
for the reason that the defendant 
does not attempt to palm off as its 
own broadcast that which is broad- 
cast by the plaintiffs... The court 
order was handed down after the 
first two games had been played 


To Abbott Kimball 


| by 
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Index of Retail Activity in 
84 Important Markets 


Based on total retail advertising volume in all newspapers 


(Copyright, 1941, by Advertising Publications, Inc.) 
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Pittsburgh, Pa 15,310,358 165.952.9002 16.550.002 S.1 7 {98,274 95,004 
Portland, Ore NL OOS O15 8,743,374 Lee eo 8.5 285,080 254,282 
Providence, BR 1 HOPS 250 S810,652 SSS6 007 1.5 ou 274.777 65.447 
Reading, Pa , 7,006,779 S.025,675 8,232,220 + S.2 2.4 VOUS 2OS 004 
Richmond, Va W726, 02¢ S25, 008 WO15,438 1.2 2.2 HT O36 277,382 
Rochester, N. Y. 11,431,287 11,599,439 12,147,361 + 6.5 17 07,518 342,488 
Rockford, O11 6,102 500 6. 503,004 4,154,322 17.3 10.0 144.852 LUG, 68 
Rock Island-Moline, Il 6. 561,842 6,420,934 H S13 280 7.1 6.1 P83 .o40 19 14 
Sacramento, Cal H.337,100 6,228,050 6,546,550 ae .2 202,622 DSO, 40s 
San Antonio. Tex 4 THE 5.780.346 6.635.130 AL 14.8 153.617 195.6 
San Diexro, Cal WSUG 67 S094, 734 27 eal I 224.742 220.4 
San Franciseo, Cal 12,145,448 11,422.50 11,611,540 1.4 1.4 For 3) 7.4 
Seattle Wash S.771572 WO 10) 4,635,098 + oS 6. 260,254 204,868 
South Bend, Ind 1,021 ti 1076,849 1,685,429 + 16.5 14." 135,042 171,008 
Spokane Wash OSO172 LOE SOG $1,832,192 '.2 1 ISR, 128 12 
St. Louis, Mo 13,636,795 13,906,725 13,689,740 ee | 1.4 $27.74 106.1% 
St. Paul, Minn 8,257,221 8,106,001 7.U1LO, 356 1.2 24 214 } 244.54 
Svracuse, N, Y 7.998.198 54,822 7.108.794 10.0 24a 4 BLD s 16 ] 
Tacoma Wash 1S25,076 02 950 5,170,749 i.e " 150.528 126.17 
Tampa, Fla 56,002 a SU1,972 UNS 244 18.6 1.8 158,242 151.4 
Toronto, Omt Can 12,277.96 11,405,824 12,186,562 .S 6.0 H6,21 ,41,8 
Troy N y 2G 6 242,568 rH UBS HS 7 17.006 107.1 
Tulsa, Okla 6,849,278 4,216,902 7.427 } S.4 2.9 1% vs 202,N¢ 
Washington. 1D 24.556.172 95.996.73 26,859,028 14 2 S87.002 854.4% 
Youngstown a) »,8 23.283 6.344.522 6.986.520 20.0 10.1 OS.104 tue j 
Total TOS,689 624 Tie i24 SOG 609 480 1 4.1 e lus tt 14,8 
| Atlanta Georgian and Sunday American ceased Issue Jan. 1, 194! taining 428,848 
publication Dec 17, 1939 Figures not included it vertising 
totals Svracuse Ji ! published t} Ar 
2 Newsday launched Sept 1940 tion Mar 2 ' t » 216.02 
San Diego Sun suspended publicat Nov. 25, 19 vertising 
4 Commercial Appeal published JS-page Centennial 
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BELMONT PLAZA 


‘Name Concert Programs Changes Awards Date 


Rich’s, Atlanta department store, 


has named Abbott Kimball Com- William S. Legler, formerly in the| Chicago Symphony Orchestra and Annual Advertising Awa x ss 
Lexington Avenue at 49th Street, New York panv. New York. to direct national copy department of Ruthrauff & Chicago Opera Company have ap- York, has changed the clo “ 
JOHN H. STEMBER, Manager \dvertising and promotion of _ its Ryan, New York, has joined the pointed Concert Program Magazines, for publication enti ies to Ps 
75th anniversary diamond jubilee copy department of E. T. Howard New York, as national advertising 1941 Radio, research an 
* program. ; Company, New York. representative entries close Dec. 1 
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ADVERTISING AGE 


United Defense 
of Advertising 
Urced on OAA 


(Continued from Page 1) 


teonard, Aaron Johnson, V. T. 
Condon and Frank A. Fitzgerald. 
In 1900 the Associated Billposters 
Prote 
In 1906 this association combined 
with the International Distributors 
Association of the United States and 
Canada, which had been formed in 
1999, and together were known as 
Associated Billposters and Distrib- 
utors of the United States and 
Canada. In 1912 the name was 
changed to Poster Advertising Asso- 


ciation, Inc. The organization went 


tive Association was formed. | 


through several more name changes | 


until] the Poster Advertising Asso- 
ciation and the Painted Outdoor 
Advertising Association merged in 
1925 and adopted the present name, 
Outdoor Advertising Association of 
America, Inc. 

From 1931 to 1941 the organiza- 
tion’s total volume showed a 100 
per cent increase. In 1931 the total 
volume was $20,000,000 per year. 
The volume today is approximately 
$40,000,000. Other achievements of 
the organization as recalled by Mr. 
Kleiser included their efforts to 
preserve national scenic beauties 
along the highways; cooperation in 
public welfare projects, charities 
and good will organizations. 


President's Message 


In his president’s message, E. C. 
Donnelly, Jr., of John Donnelly & 
Sons, Boston, outlined the roles 
played by various advertising media 

newspapers as the bulwark of 
freedom and democracy; magazine 
advertising as a benefit to many 
businesses and providing the reve- 
nue for the maintenance of the high 
quality of most of our magazines; 

dio advertising which makes en- 
tertainment and educational radio 
programs possible; and outdoor ad- 


vertising — a colorful, vigorous, 
iynamic and effective advertising 
medium that continues to refine 


itself to keep in tune with modern 
iequirements and continues to grow 
because it reaches the outdoor mar- 
which “seethe with potential 
purchasing power.” 

Advertising today has more im- 
portant work to do than probably 
it has ever done before, stated 
Charles W. Collier, managing direc- 
tor of the Pacific Advertising Asso- 
ciation, in his address before the 
public relations session of the con- 
vention. 

“That work,” Mr. Collier said, “‘is 
to bring to the public the truth 
about advertising—how advertising 
works, where it fits into the econ- 
my of this nation, how it affects 
the everyday life of our people.” 

Advertising renders these 
great specific services, he said: 1. 
It accelerates free 
enterprise. 2. By helping the press 
ind radio to remain solvent it helps 


kets 


to preserve our bill of rights. 3. It} 


iowers living costs by expanding 
markets and distribution, enabling | 
economies which lower prices 


“rough mass production. 
After outlining the major 
attack on advertising he de- 

‘cribed the work being done by the 

Pacific Advertising Association to 


neet these attacks with the PAA’s 
Adv: 


ivertising for the 


three | 


competitive 


points 


OUTDOOR ADVERTISING OFFICIALS SMILE FOR THE CAMERAMAN 


Among the most prominent of those celebrating the gold2n anniversary of the Outdoor Advertising Association of 
America at its annual convention in Los Angeles were, left to right: H. E. Fisk, Chicago, executive vice-president and 
general manager, OAAA; B. W. Robbins, Chicago, chairman of the board, OAAA; Frank Dunnigan, vice-president, 
OAAA; K. H. Fulton, New York, president, OAl; George W. Kleiser, San Francisco, president, Foster & Kleiser; J. B. 


Stewart, Chicago, 


secretary-treasurer, 


OAAA; 


and E. C. Donnelly, Jr., 


Boston, 


president, OAAA. 


lic gets around to it. 

“The advertiser who stays in 
there pitching now will be the one 
who will be in the strongest posi- 
tion after the shooting is over.” 
Thus did Robert L. Philippi, di- 
rector of public relations and ad- 
Union Oil Com- 
pany of California, sum up the 
present situation. 

Philippi recalled a similar situa- 


tion in the first World War and 
divided advertisers into three 
groups to illustrate his point: 1. 


the courageous, far-seeing business- 
men who had the nerve to start 
new business during 1917; 2. the 
business men who kept up their ad- 
vertising, realizing that normal 
times would return and they must 
retain the public’s confidence in 
their products; 3. the business men, 
the advertisers, who had the market 
corralled, who were big and com- 
placent and not very smart. Today 
these names are forgotten names 
because they decided to save 
money, to cut out advertising. 


Elect Dunnigan President 


Recognizing the importance of 
an all-out defense program, the 
convention adjourned today pledg- 


ing its wholehearted support to- 
ward helping the government de- 
fense program. Many of the 


speeches delivered before the gath- 
ering revolved around advertising 
and economic problems attributable 
to the national program. Associa- 
tion members were advised to 
operate wholeheartedly with all 
other forms of advertising media to 
help maintain our democratic way 
of life—to impress industry and 
business with the need for adver- 
tising now even though sales are 
satisfactory and to carry the true 
story of advertising direct to the 
public if they would have the con- 
sumers’ support of advertising in 
the future. 

Frank Dunnigan of 


CO- 


Fort Wayne, 


Ind., was elected president for 
the ensuing year. Hen Johnson of 
Reading, Pa., was elected vice- 


president; Harry Crawford, Mobile, | 


Ala., chairman of the board; H. E. 
Fisk, Chicago, executive vice-presi- 
dent and general manager of the 
association, and J. B. Stewart, Chi- 
jcago, secretary-treasurer 

The convention marked the 
|golden anniversary of the associa- 
ition and it was the first convention 
|held west of Kansas City in the his- 
| tory of the organization. 


Columbia Baking Co. 


Releases Fall Plans 
Columbia Baking Company, At- 
lanta, is releasing its largest fall 


ancement of Business program. | newspaper and radio advertising 


|campaign for Southern bread and 

Defines Public Relations | Redi-Cut cake. The newspaper in- 
Merle L. McGinnis, educational |sertions will appear in 101 daily 
Lrect« of Braun & Co. Los|and weekly papers in five South- 
Angele-. outlined for the conven-|eastern states and spot radio will 
tion ¢ three main functions in be used on 39 stations, with 585 
pub relations job: 1. research, announcements used each week for 


interpretation, 3. action of two 


nds, corrective action if policies 
4 

a practices are in conflict with 
“Ole opinion; leadership action in- 


ving guessing what practices the 
change 
nging them before the pub- 


uc is going to want to 
td ch 


\a 13-week period. Freitag Adver- 
tising agency, Atlanta, directs the 
; account. 


Magazine Moves Offices 


Accordion World, New York, has 
moved its office from 280 Madison 
avenue to 14 E. 47th street. 


W. R.C. Smith 
Noted Publisher, 
Dies in Altanta 


Atlanta, Oct. 8.—W. R. C. Smith, 
founder and head of W. R. C. Smith 
Publishing Com- 
pany, died here 
yesterday after a 
| brief illness. He 
|} was 69 years old. 

Mr. Smith be- 
gan his publish- 
ing career with 
McGraw Pub- 
lishing Company, 
New York, as ad- 
| vertising repre- 
sentative shortly 


after graduation 

from Michigan W. R. C. Smith 
State College. In 

1899 he made his first entry as a 


publisher as part owner of Engi- 
neer, Cleveland. In 1905, Mr. Smith 
came to Atlanta and bought two 
publications, Southern Engineer 
and Practical Machinist, and 
founded the publishing company 
that bore his name. In the ensuing 
35 years he bought, founded or 
consolidated 14 publications into 
the five business papers now pub- 
lished by the company, Cotton, 
Electrical South, Southern Automo- 
tive Journal, Southern Hardware 
and Southern Power and Industry. 

He was a distinguished citizen of 
Atlanta and a past president of the 
Atlanta Chamber of Commerce, in 
which position he engineered a pro- 
motional drive which brought 
scores of new industries to the city. 
Mr. Smith headed the Liberty Loan 
drives in the sixth Federal Reserve 
district in 1918 and was governor 
of the eighth district of Rotary In- 


ternational. He was made a life 
member of the Atlanta Retail 
Merchants Association for dis- 
tinguished civic service. Il] health 
had forced his retirement from 
lcivie affairs in recent years 


MRS. CLAUDIA Q. MURPHY 
Grand Rapids, Mich., Oct. 7. 
Mrs. Claudia Q. Murphy, adver- 
tising counsel and an organizer and 
‘first president of the Advertising 
|\Women of New York, died at her 
jhome here last weekend at the age 

of 72. 

One of the first 
in an advisory capacity in the ad- 
vertising business, Mrs. Murphy, 
along with othe! outstanding 
women of her time, is said to have 
paved the way for her 
in the field. Frequently expressing 
the belief that women deserved the 
same financial reward as men, she 
demanded and obtained large fees 
Like other women of the period 
who sought success in business, 
affected a severe style of clothing 
and carried in the pocket of 
her mannish suit a large bunch of 
keys. 

A native of Toledo, O., Mrs. Mur- 
phy began her career as a news- 
paper reporter and later organized 
and was first editor of The Wom- 
en’s Medical Journal. Her first ad- 
vertising connection was with an 
agency here in 1900 and after four 
years she became advertising man- 


women to work 


successors 


she 


also 


position she held until 1911 when 


she went to New York to open her 
advertising 


own office as counsel. 


A year later she assumed the presi- 
dency of the Advertising Women, 
formed as the League of Advertis- 
ing Women, the first organization 
in the world of women in the pro- 
motion field. She remained an hon- 
orary member after her retirement 
13 years ago. 


EMIL W. KIMMELBERG 

New York, Oct. 7.—Emil W. Kim- 
melberg, first vice-president of Al- 
j|bert Frank-Guenther Law, died of 
j}a heart attack last night at his 
home at the age of 69. He had spent 
the day at his desk as usual. 


Beginning his career as a mes- 
senger with the New York News 
Bureau in 1888, Mr. Kimmelberg, 


known as “Kim” in Wall Street, 
spent more than 50 years in news- 
paper and advertising agency work 
in the financial district. He joined 
Albert Frank & Co. and in 1923 was 
elected a vice-president and director, 
Following the merger with Rudolph 
Guenther-Russell Law in 1932, Mr. 


Kimmelberg was elected first vice- 


president of the agency 


“Parents,” “New Yorker” 
Shorten Rate Period 


Parents’ Magazine, New York, and 
lits affiliated publications, have re- 
|duced advertising rate protection 
|from six to three months. Orders 
for advertising space will be ac- 
|}cepted at present rates through the 
April, 1942, issue 

Orders for issues after the April, 
1942, issue will be validated three 
|months prior to their closing dates 
at rates then in effect. Orders for 
}issues beyond the three months’ 
j}period will be acknowledged at 
|“rates to prevail.” 

The New Yorker has announced 
that it is shortening the rate pro- 
tection period from six to three 
months effective after April 11, 
1942, for black and white and May 
23, 1942, for four-color advertising. 


House Hearings 


on Census Changes 
Open This Week 


Washington, D. C., Oct. 8.—The 
House census committee, used to 
performing its labors in relative 
obscurity, will forge into the lime- 
light next week when hearings will 
be opened on several pending pro- 
posals calling for fundamental 
changes in census law. 

The Senate-approved bill, S. 1627 
and its counterpart, H. R. 5232, will 
be the chief order of business. Fire- 
works are expected to develop when 
committee members question Cen- 
sus Bureau officials on their real 
motives in proposing S. 1627, the 
ostensible purpose of which is to 
abolish the biennial Cenus of Man- 
ufactures and to authorize instead 
a quinquennial Census of Industry 
and Business. (ADVERTISING AGE, 
Oct. 6.) 

Hearings are slated to get under 
way Oct. 14. It is expected that 
census officials will testify first, and 
that later in the week opponents of 
the bill will be called. Opponents 
will include a spokesman for the 
National Industrial Advertisers As- 
sociation, which adopted a_ resolu- 
tion against S. 1627 at its recent 
convention. Representatives of sev- 
‘eral government agencies which 
have stated their opposition to the 
measure in private may testify. 


PERSONAL 
SERVICE 


/ 


| aurenece Ane. 
PHOTO ENGRAVERS 


547 S CLARK STREET 
CHICAGO, ILLINOIS 
| WABASH 6284 


and 


Memorial Fund, 


Commission, 


THE ZENGER FUND 


The John Peter Zenger 
erection of a Memorial Shrine to the Bill of Rights 


Freedom of the Press 


to be erected on the Historic Green of Old St. Paul's 
Church, Eastchester, New York, has been approved 


and sponsored by many newspaper associations. 


YOUR CONTRIBUTION 
IS RESPECTFULLY SOLICITED 


Please send your check to The Zenger 
Old Times 
1175 Broadway, New York City, and 


| Te ' 770 ’ , re > Peace 
ager of the Alabastine Company, a| greatly oblige the Members of the Press 


Memorial Fund for the 


Building. 
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October 13, 194; 


Texaco Gears | 
Copy to Defense — 
with Cartoons | 


| 

New York, Oct. 9—A new twist 
in gearing copy to the national de- 
fense theme was _ introduced by | 
Texas Company this week, with the | 
first of a series of magazine ads | 
featuring informal sketches of | 
America’s armed forces. | 
Described as a “change of pace”’ 
by S. M. Birch, advertising man- 


ager, the series marks a shift from | 


straight selling copy in the same list | 


of magazines. Cartoons drawn from | 


life on a U. S. warship and at a) 


Marine base by Texaco’s 
Frank Godwin, serve the two-fold 
purpose of providing an intimate 
view of the daily lives of sailors 
and marines and at the same time 
acquainting the public with Tex- 
aco’s role in the defense effort. 
The second insertion will give a 
view of “Life on a U. S. warship.” 
Full page, black-and-white copy is 


scheduled for American Legion 
Magazine, Collier’s, Liberty, Life, 
Newsweek, The Saturday Evening 


Post and Time. Newell-Emmett 
Company is in charge of the com- 


artist, | 


pany’s advertising. 


AMONG THE MARINES 
| Life among the Leatl 


recently sketched ia action at Sam Diego Marie Base by Texacos artst ecks | 
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Cartoon type of copy being used by 
the Texas Company in magazine promo- | 
tion. Newell-Emmett Co., New York, is | 

the agency. | 


Joins “Nebraska Farmer’ 

Richard Cockburn, for the past 
several years employed by the state | 
of Nebraska, has joined the adver- 
tising staff of The Nebraska Farmer, 
Lincoln, Neb. 


Holds Advertising 
Needed to Extend 
Cigaret Sales 


Lexington, Ky., Oct. 7.—Board 
Chairman S. Clay Williams, of the 
R. J. Reynolds Tobacco Company, 
testified this week at the tobacco 


Discussed by NRA 


Chicago, Oct. 9.—Beset by prob- 
lems of labor shortage and the | court here that his company had 
pinch of badly-needed replacement | determined it was “absolutely essen- 
equipment denied by priorities, and | tial to use advertising to maintain, 


rising costs, the National Restaurant | 4nd certainly necessary to use it to 


Labor Shortage, 
Rising Costs, 


Druggists Defend 
Fair Trade Laws 
at NARD Parley 


Cleveland, Oct. 9.—At its 43rc an. 
nual convention being held jp 
Cleveland this week, the Nat.ona) 
Association of Retail Druggis: re. 
emphasized its stand favorin; 


Association met here this week. 
Miss Grace E. Smith, president of 


the association, set forth the prob- | 


lems of the industry in a keynoting 
speech which revealed that the 
business must, she believes, begin 
training its replacement workers. 

The problem of how to meet ris- 
ing prices also bedeviled the conven- 
tion. Percentages quoted by speak- 
ers varied, but they were in general 
agreement that restaurant costs had 
risen about 24 per cent as against a 
food price rise of from 7 to 10 per 
cent. Miss Smith asserted that no 
restaurant she knew had _ raised 
prices more than 10 per cent, and 
Fred Zeuch, Wieboldt’s, Chicago, 
asserted that prices had risen only 
about 7 per cent over 1940. 


|extend, the volume of consumption 
of Camel cigarets.” 

he 57-year-old Reynolds execu- 
tive, who served at one time as 
‘chairman of the National Recovery 
Administration at Washington, ex- 
plained to the jury hearing the 
anti-trust case that “there is a 
fundamental difference between ad- 
vertising in the tobacco industry 
and advertising in any other in- 
dustry with which I have an ac- 
quaintanceship.” 


} 
| 


Conarroe Joins L & T 


Lewis Conarroe has joined the 
copy department of Lord & Thomas, 
New York. He was formerly in the 
copy departments of Sherman K. 
Ellis & Co., New York, and N. W. 
Ayer & Son, Philadelphia. 
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hospital. 


vertisers. 


| The ONLY 

ABC-ABP 
PUBLICATION 
IN THE FIELD 


THINGS 


HAPPENING 


IN THE HOSPITAL FIELD 


Entirely new conditions are facing hospital managers 
these days. Strikes and priorities are the two newest 
subjects which are absorbing their interest. As usual, 
HOSPITAL MANAGEMENT is alone in vigorous edi- 


torial coverage of these big and compelling issues. 


That's why more and more hospital executives are 
reading HOSPITAL MANAGEMENT as shown by the 
14.2°/, increase in average net paid circulation for 
the period ending June 30, 1941. AND practically 
all of this is concentrated among active hospital buy- 
ers—?91.46°/, of our entire circulation goes into the 


Advertisers and agencies are quick to sense that this 
is circulation with real buying power. The advertising 
volume figures for the first six months of 1941 show 


that HOSPITAL MANAGEMENT leads the entire 


field in gains in pages, in insertions and in accounts. 


It will pay you to investigate the Trend to HOSPITAL 
MANAGEMENT and take advantage of the most 
authoritative editorial content in the field, the best 
coverage of the market, the best service to ad- 


WRITE FOR A COPY OF “TRENDS IN HOSPITAL 
ADVERTISING” AND FOR THE NEW ABC STATEMENT. 


trade laws. John A. Goode, ¢ \air- 
man of the national advisory faj, 
trade committee of NARD, di- 


cated the gains made in this c rec. 
tion during the past year en 
Delaware became the  forty-tifth 


state to adopt fair trade legis): tion 
Texas and Vermont, he said, foiled 
in their efforts but that sentimen; 
favoring such legislation was ¢: ow- 
ing and that fair trade would } rob- 
ably be a reality there within two 
| years. 

| Speaking of the defense pu! up 
| by NARD and the state ass0cia- 
tions, Mr. Goode said that many 
bills to stab fair trade in the back 
had been proposed by the oppos:tion 
but that all had been checkm: ted 
Fair trade, he said, has been thor- 
oughly tested now in 44 states and 
they are so satisfied with the re- 
sults that no drug committee has 
favored repeal. Mail order houses 
and other large corporate organiza- 
tions have tried to defeat fair trade 
legislation without success. 


Protest Present Tax 


A score or more of resolutions 
| were adopted by the association to- 
\day. Among the more important 
were those protesting the present 
tax as it applies to clocks, watches, 
jewelry and cosmetics, and asking 
amendment so that application and 
collection would be made at the 
source of manufacture; opposing the 
establishment of so-called apothe- 
caries by makers of cosmetics in 
competition with drug stores in re- 
tailing products of these manufac- 
turers; and denouncing indiscrimi- 
nate sampling of medicinal products 
to the medical profession and secret 
rebates or allowances. 

The association also voted to 
study all sales plans and to refuse te 
endorse any in which the everyday 
selling price fails to provide a suf- 
ficient mark-up; urged manufactur- 
ers to discontinue combination or 
quantity deals that are “inequitable 
|of discriminatory;” requested manu- 
facturers to sell drug products only 
jto drug stores, and in particular 
|protesting direct sales to industrial 
concerns. 

It also protested the sale of sani- 
|tary napkins by any outlets other 
than drug stores; condemned any 
packaging practices which would 
;encourage promiscuous sale of drug 
/products by unqualified persons: 
jand declared itself opposed to the 
‘sale of obscene literature. 


Druggists Blast Idea 
to Reduce Sales Effort 


Members of the National W 
sale Druggists Association me: 
at White Sulphur Springs, W. Va. 
definitely knocked out propo 
that the industry should curtai! its 
selling, merchandising and a 
|tising efforts. After several s| 
'ers had suggested that some re- 
trenchment might be necessary, @ 
| Special session was devoted to the 
|problem. The curtailment pri 


was termed “business suicide’ by 
Charles Luckman, of Pepsodent 
Company, Chicago. 
Treet Switches to 
Jewelry Premium 

October radio and magazine ad- 
vertising for Armour & Co.’s canned 
|meat, Treet, focusses on a costume 
| jewelry floral spray pin. The orig- 
,inal announcement was made from 
| the company’s CBS radio show, an¢ 


magazines carrying the copy ar 
|The American Weekly, Good House- 


| keeping and McCall's. Copy wa: 
|also inserted in the following tradé 
|publications: Butchers’ Advocate 
| Bulletin of New York Association 
of Meat Dealers, Chain Store Ag 
Cooperative Merchandiser, | dus 
trial Retail Stores, National Grocers 
Bulletin, Progressive Grocer. Sé!!- 
Service Grocer and Super Marke! 


Merchandising. 
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PHOTOGRAPHIC REVIEW 


CADILLAC GETS BEAUTY TREATMENT SAMPLE GIRL 


ange hLeen fl 
goer 


ee | 


A. E. Leary, general manager, CKCL, E. Donald Bate, sales manager, Canadian 

Toronto, and Frank Jones, Eastern Sales Industries Limited, Toronto, and J. W. 

manager, Barber-Ellis of Canada. Bowman, director of copy and plans, 
Walsh Advertising Co., Toronto. 


» E. L. Bacon, advertising and sales promotion, Graybar Electric Co., New York: 
we a a” as R. L. Lloyd, advertising manager, International Nickel Co., New York, and C. P. 
More, advertising department, International Nickel Co. 


Samples of Wonder-Kleen, a preparation 
for washing silks and nylons, produced by 
the Williams Company, Kokomo, Ind., 
were distributed in Terre Haute in con- 


* 
4 
> | 


First the sketch, then the camera work and finally the “car meets girl” illustration 
at the bottom reveals the steps which General Motors illustration studio took to 


get this charming result for Cadillac promotion. Terre Haute, has the account. 


SPEAKERS AT BOSTON CONFERENCE ON DISTRIBUTION 


Left to right, Nelson A. Rockefeller, Coordinator of Inter-American Affairs; Roy A. Young, president, Federal Reserve 
Bank of Boston, chairman of the luncheon session; James Stanley McLean, president, Canada Packers Limited; James Parton, 


junction with a newspaper and radio 
spot test campaign. Pollyea Advertising, 


C. L. Bursik, manager of direct mail, Standard and Poor's Corp., New York; 
R. H. L. Becker, advertising manager, National Cash Register Co., Dayton, and 
Peter C. Poss, assistant advertising manager, Timken Raller Bearing Co., Canton, O. 


Photos Courtesy of International Rusiness Machines Co. 
A. W. Theiss, sales promotion, Ohio National Life Insurance Co., Cincinnati; 
K. E. Killenberger, advertising manager, Union Switch and Signal Co., Swissvale, 
Pa.; John McCarroll, advertising manager, Bankers Life Co., Des Moines, and 


business manager, air express edition, Time magazine; Cornelius V. Whitney, chairman of the board, Pan-American Airways, R. C. Braun, advertising manager, Alliance Life, Pittsburgh. (Story on Page |.) 
Inc., and president, American Arbitration Association. [Story on Page !.] 
es POSTERS PEP UP AIRCRAFT WORKERS 
ng 
a, CONTINENTAL AGENCY NETWORK DELEGATES TALK IT OVER 
ils 
its 
T- 
k- 
e- 
he 
sal 
by ' 
nt 
' 

d- 
ed | 
me 
ig- 
om 
nd 
are 
of Advertising plans in relation to national defense and general agency practice were discussed by these delegates to the ) 
sae ‘tual convention of the Continental Agency Network at Kansas City, Mo., Oct. 3-5. Reading clockwise around the table, 
te “*Y are: Frank Ewing, Norman Buehling, Adolph Fensholt and John Rodgers, all of The Fensholt Co., Chicago; Ward 4 
tan ; wited and John Foley, of Olmsted-Hewitt, Minneapolis; Enno Winius, Anfenger Advertising Agency, St. Louis; R. J. : ~~ ' 
a ts, R. J. Potts & Co., Kansas City; John Falkner Arndt and R. N. D. Arndt, of John Falkner Arndt & Co., Philadelphia; A series of colorful posters for exclusive use in aircraft factories, as a morale 
: 8. Woodbury, R. J. Potts & Co.; F. B. Leedom, LaPorte & Austin, New York; H. Gifford Till, Anfenger Advertising builder for workers, is being distributed throughout Canada by the Department 


Agency St. Louis; Fred W. Meyer, Dan B. Miner Advertising Agency, Los Angeles; George A. Volz, Anfenger Agency: 


Phe Horton, Horton-Noyes Co., Providence; E. A. Warner, R. J. Potts & Co.; N. L. Telander, Scott-Telander Advertising 
gency, Milwaukee; Frederick A. Hughes, F. A. Hughes Co., Rochester, N. Y.; Frank F. B. Houston and C. C. (Dan) Tucker, 
R. J. Potts & Co. 


of Munitions and Supply. The posters are contributed by leading advertisers and 

business groups, including Canadian Wright Ltd. and Aluminum Co. of Canada, 

whose contributions are reproduced here, Canadian Car & Foundry Co., Massey- 
Harris Co., Advertising and Sales Club of Toronto, and others. 
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Mooern EQUIPMENT .. . efficiency in the use of supplies . . . improvements 
in methods of operation . . . these are the weapons which the institutional field 
is using in its War on Waste. Institutional operators are on intimate terms 


Use scmecite cctnn tes ty the ete teeters 
heid deeppomtments « ttereng chupmeat: of rquipmen ond seppher 
wl bbe ime vitabole! 


The best sexponntntity of menubecturer: te thew sustomers of todey — the best 
remporstn! ty ot pan chesing departments to thew rempecter: nutitwhem 9 10 
devermne thaw precctebhe requeemen: and place order without delay 


A dowbte purpose will be eccomphshed Fost tmettevons ob by meured 
Od epee mts! guppke: ond equepment though 6 specdng up of manvberter 
wg processes mbich com only be pustthed by on ommediste serge of orden 

second, mandeciores of peak acteity with minamam pressure hom 
private demands, will be in « powtion to owing thew entire leciites to 
oc emmodets the approetung wee of Deteme equ emant: 


The War on Waste campaign had its inception in the back- 
ground and studies which were crystallized in the Advance 
Notice reproduced above. This Advance Notice was first 

ded in October, 1940, when institutional managements 
were urged to anticipate their requirements and place their 
orders without delay, Deliveries were expedited through a 
speeding up of facturing pr Later, manufacturers 
were enabled to swing their facilities to accommodate the 
wave of National Defense requirements. 


with the foregoing weapons. They are 
a prime requisite in successful manage- 
ment. 


Topay's exceptional conditions demand, 
first, an intensified effort in the direction 
INSTITUTIONS Maga- 
zine's War on Waste campaign serves as 


of conservation. 


the focal point and stimulus for these 
efforts. 


O: EQUAL IMPORTANCE is the main- 
tenance of essential civilian services. 
These are recognized as being vital to 
the National Defense program. INSTI- 
TUTIONS Magazine's War on Waste cam- 


paign, which was launched as far back 


e 


on 


VOL. 9, NO. 1, JULY, 1* 


5400 Prairve Aver 


: _ -_- —— = 
« = 
( The MAGAZINE of EQUIPPING ° FURNISHING - DECORATING MAINTAININ - 
: , re A 4 2 ar 


ON WASTE! Sw 


as last June, has as its underlying purpose these same objectives. .. . In large 


measure the National Defense program is dependent upon the uninterrupted i 
functioning of the essential services of the institutional field, 


Manuracturers of equipment and 
supplies for the institutional field have a 
responsibility and an opportunity. The 
responsibility results from the intense 
need and desire on the part of owners 
and operators for information and assis- 
tance in producing maximum efficiencies. 
The opportunity for assistance has been 
given tangible form and direction by the 
War on Waste campaign. 


For INFORMATION on how to partici- 
pate most effectively in this campaign, 
consult your advertising agency or write 
directly to INSTITUTIONS Magazine, 
1900 Prairie Avenue, Chicago. 


—— 


60,000 CIRCULATION| | 


Advertising in INSTITUTIONS Mage- 
zine, each month, receives a circulation 
of over 60,000 copies among the 
country's leading institutions which are 
classified as large consumers. 


250,000 READERS 


Each issue of INSTITUTIONS Magazine 
is read by over 250,000 men and women 
who control the purchases in the follow- 
ing types of institutions. 


Hotels Real estate depts. 
Restaurants of insurance 
feteri ustrie companies 
= “we hee ' Railroads and din- 
Hospitals ing car systems 
Sensteriome em ines 
ower and gas 
—— a companies 
rent “a Government 
Homes for Aged, institutions 


Fraternal, Veter- Wholesale depart- 
ans’, Blind, etc. ments of depart 


Y.M.C.A.'s, and —s ment stores 
Y.W.CA.'s Asylums 
Clubs Penal institutions 
Outfitters or and jails 
jobbers Motels (Motor 
Janitors’ supply Courts) 
houses Architects specialit- 
Commercial ing in institutions 
buildings Manufacturers 
tbuildings agents 


can be obtained by writing to 


MAGAZINE. 
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